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PROC 


1 rfSf \ Where upon 

^4# GEORGE CLI^^EINNELL, 
i havif|ftbc|n first duly sworn, pasr.-ojc^rmned and did 

i EXAMl^Pmi 

morning, Mr. Pcim ^ty^^ 

Q: W^tomc is David Frankcl. and with me today 
is Jill SfgpSfcls.We’re both attorneys with the 
FederiSjTra^de Commission.And we're here to conduct 
your dfeRfesition in connection with an administrative 
comp pfr|ssu cd by the Federal Trade Commission in 
the mffiren'jriRJ. Reynolds Tobacco Company, Docket 
Number 9283. 

This morning and this afternoon and 
tomorrow and however long it takes to complete the 
deposition - hopefully by the end of tomorrow - 
I’m going to ask you some questions. And the court 
reporter, sitting to your left, will be recording 
what 1 say, what you say, what your attorney says, 
and what my co-counsel might say. 

You need to respond orally to my questions, 


im and you need to speak clearly so that the court 
Pi reporter can properly record your responses.Thc 
PI court reporter cannot record a nod or a shake of 
W your head. Do you understand that? 
pi A: Ido. 

tei Q: You’re under oath, and you're required to 
(7j provide truthful answers or to assert a valid 
m privilege. Do you understand that? 
m A: Yes, I do. 

(ioi Q: Do you also understand that your deposition 
till testimony may be used in this administrative 
[i*i proceeding and perhaps elsewhere as well? 

(is! A: Yes, I do. 

tw] G: Your attorney may object to some of my 
ti5] questions; however, you still have to answer my 
(i*l questions unless your attorney instructs you not to 
{in respond. Do you understand that’ 

(i»l A: Yes, I do. 

(i9) Q: If I’m unclear at any time or you don’t 

poi understand what 1 mean, please tell me, and I will 

PH try to clarify my question. Otherwise, I will 

pal assume that you understand. Do you understand that? 

[231 A; Yes, sir, 

[ 2 <l Q: Also, if you do not know or you do not 
[25] remember the Information necessary to answer a 
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[i] question, please tell me that. Do you understand? 

Pl A: Yes. 

Pi Q: And let me know whenever you need a break, 
[4] and we'll find a convenient time to take. Okay? 

Pi A: Fair enough. 

pj Q: We ll also have a lunch break today. 

(7j Do you understand all the instructions I’ve 
m just given to you? 

Pi A: Yes, I do. 

|ioj Q: How are you feeling today, sir? 
tm A: I feel fine. 

[i2] Q: Any illnesses? 

[i3| A: No. 

(i4] Q: Are you taking any medications or is there 
(isj anything you can think of that might effect your 

(16) ability to understand and answer my questions today? 

(17] A: No, sir. 

(iaj Q: Is there any reason you can think of why you 
|i9i will not be able to answer my questions fully and 
po] truthfully? 

( 2 i| A: No, 

( 22 ) Q: Please state and spell your full name. 

P3j A: George Clifton Pennell, P-E-N-N-E-L-L. 
p4) Q: And, Mr. Pennell, how many times have you 
psi been deposed prior to today’s deposition? 
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li] A: Three, I believe. 

j 2 ] Q: One of those depositions was in the Mangini 
13] case? 

w A: That’s correct. 

isi Q: And one was in the Arch case? 

is) A: That’s correct. 

m Q: And what was the other one? 

(aj A: The other one was a suit brought by the 
an employee with one of our 
(io] advertising agencies several years ago. 

]ii| Q: WraUgSife the nature of that third lawsuit? 
li*! A: High-level employee with an advertising 
]ti] agency to work for a competitive tobacco 

]i4j compare¬ 
rs] Q: Ar^ji^gjP’was that competiiiHjobapco 
{is] compar 
cm 

]1B] 

cm 


A: Liggett Myers. 

Q: Ax^S^ftpe of the employee Lp-- 
of the employee fa 


po] agency 


p'j 


Q: An 




ertising 
Robinson, 
t to work 


Robinson. I believei 

_ S the employee wffo 

p?l for the competitive tobacco comp: 
pal A: He worked for an agency our 

p*l business - ^Itwfrtising agency was op oijr 
ps] business, amgife left thcnSiSiSd wei^^^k for a 


(i) competitive 

PI Q: Whi 

pj call it the 
A: That 
Q: Okay. 
A: I'm go! 
Q: And 
A: Here i 
Q: Do 
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[io] case? 


pi) 

cm 

j«] 

h*i 


A: There 
Q: Have 
A: No, I h: 
Q: Are yo 



cco company, 
at deposition in 
n case? 
be fine, 
was that? 
say the early ’90s 
it take place? 
on-Salem. 
w if there was a 


trial that I’m aware of. 
r testified in a trial? 
e not. 

esemed here today by 


iuld 1 



e representing you personally ■ 


(i$] Mr. Williams?, 

MS] A: Yes, I a 

Mh Q: And is 

[«] MR. WILLIAMS: I’m representing the 
cm corporation. 

rn BY MR.FRAN KEL; 

pi] Q: So are you also represented personally at 
pai this deposition? 
t»j A: No. 

p«) MR. WILLIAMS: I represent - I’m 
PB representing the corporation. And Tmthe only 


m 

pi 

pi 

M 

1*1 

1*1 

PI 

W 

PJ 

110 ] 

MU 

cm 

[13) 

i 14 ) 

MS] 

[IS] 

cm 

m»i 

1191 

P0| 

pi] 

pzi 

P3] 

p*] 

PS] 


Ml 

ra 

pj 

HI 

PI 

tsi 

n 

m 

pi 

jio] 

("I 

[ 12 ] 

MS] 

Cl*] 

MS] 

[IS] 

cm 

c»*c 

(19] 

PO] 

P'l 

PZ] 

P3] 

P*1 

PS] 
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other lawyer in the room that doesn't woik for the 
FTC. 

BY MR. FRANKEL: 

Q: When did you first become aware that your 
deposition would be taken in this case? 

A: Several months ago, I guess, was informed 
that my name was on the list to be deposed. 

Q: And who informed you of that? 

A: I believe it would have been Guy Blynn, our 
internal counsel. 

Q: Did you do anything to prepare for today's 
deposition? 

A: Met a couple of weeks ago with Mr. Williams 
and Mr. Blynn for a couple of hours and talked 
briefly with McWilliams yesterday and read a copy 
of the complaint. 

Q: Is that ail you did to prepare for the 
deposition? 

A: Correct. 

Q: Did you meet with Mr.Villafranco? 

MR. WILLIAMS: He was at the meeting. 

THE WITNESS: Was he at the first meeting, 
the meeting two weeks ago? 

MR. WILLIAMS: I'm drawing a blank. I think 
the answer is yes. 

Rage 11 

THE WITNESS: I think there may have been 
some - 

MR. WILLIAMS: Is it important? If it's 
important, we can ask Villaffanco. 

BY MR. FRANKEL: 

Q: Other than - well, was Mr. Blynn at the 
meeting? 

A: Yes. 

Q: So other than Mr.Blynn, Mr.Williams, and 
the possibility of Mr. Villafranco, was anyone else 
there? 

A: Not that I recall. 

Q: Have you met with any other BJR employees 
with respect to this deposition? 

A: To discuss this deposition? 

Q: Yes. 

A: No, sir. 

Q: And I just used the phrase "RJR." But, 
actually, I'd like to try and use the phrase 
''Reynolds'' throughout the deposition. Do you 
understand when I use the word "Reynolds" 1 mean the 
RJ. Reynolds Tobacco Company? 

A: Fine. 

Q: We’ll agree that that's the meaning. If 
there’s a question that arises, if you think it 
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ni might mean something different for the purposes of 
Pl my question, please let me know, and we can clarify. 
PI A: Okay. 

(4 Q: The - other than the complaint, did you 
(si review any documents for preparation for this 
l«j deposition? 

m A: Not for preparation for this deposition. 

Pi -Qi Hayc you prepared any documents as 
(Di preparation for this deposition? 

[ioi brought one internal resume listing 

(ni should it jbe needed for this but have not 


that wasn't prepared specific for this 

sition. 

'.And I think it wo^ig be helpful if we 
that internal resum£g|ii| 

R. WILLIAMS: Will it cut Sown the time on 
ion? ^ ^ 


NKEL: I can't tell 


(12! p 
«3) di 
(Ml 

(IS] © 

(18] 

(in th| 

(I«) MR. F 
(is) thd 

[2o) WMV&LIAMS: Because la 
(ail one, and it added to the time 
paj why don’t you just go throuj 
PS] MF^^^KEL: Well, for wl 

P4] it's nopgsye don't^^to w< 

PS) but the&n&s so 



way or 






.So 

utlinc. 
s worth. no. 

ut why that 
crepancies between 
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tore the 


happen. 

erently, 



on we were prov 
and what the - 
1AMS: 1 mean, it’s a 
all their responsible 
change - 

: Understood 
BY MR. I 
you ever entered ir 
with Reynolds rej 
lity of information'or material you 
e in connection with your job? 
cat that question. 

,ve you ever entered into any type 
nt with Reynolds regarding the 
of information or material you 
li«i obtain or see in connection with your job? 

[i7i MR. WILLIAMS: Did you enter into a 

(t»i confidentiality agreement when you joined the 

091 company? 

pm THE WITNESS: Right. I mean, if I 
( 2 ij understood the question, in terms of did I sign a 
122 ) confidentiality agreement as an employee of this 
(23j company, the answer is, I believe, yes, I have. 

124] BY MR. FRANKEL: 

PS] Q: And is that an agreement in effect today? 


Pago 14 

(i| A: 1 assume it is, yes. 

Pi Q: Is there any reason why that agreement might 
Pl affect your testimony today one way or the other? 

[ 4 ] A: No, sir. Unless it's relative to issues 
[si like trade secrets or what have you. 

(31 Q: Well, that’s good that we - that we bring 
( 7 j that up, because your counsel can inform you during 
(8j a break or now, whatever, that there is a protective 
m order in place in this litigation which limits the 
(ioi use of confidential information, internal 
di] information, for Reynolds.And it's an agreement 
HZ] that I believe was acceptable to your attorneys. 

[is] And I assume your attorneys were in consultation 
(i4] with your company. 

[is] Do you understand that? 

( 1 *) A: Yes. 

(in Q: Okay. And as I said, you can confer with 

(la) your counsel about that at any time, 
li« Docs any part of your compensation from 
( 2(8 Reynolds concern - involve the provision of stock 
pn of the company, company stock? 

(221 MR. WILLIAMS: Do you have stock options? 
pi! THE WITNESS: I mean, if the question is do 

( 24 ] I have stock options, programs, long-term incentive 

( 25 ] programs, ct cetera, like that, that I participate 


Pago 15 

[i] in, the answer to this is yes. 

p, BY MR. FRANKEL: 

pi Q: And how do those programs work? Just 

( 4 j generally speaking, how is it determined - how many 

(a stock options - how much stock you have an option 

[8] to acquire and at what price? How is that 

CT determined? 

pi A: It would vary by the program. I cannot 
id answer for you how it's determined, how many options 
no] or shares that I might get.That’s determined by 

[in somebody other than me. 

[1 2 ] But as a general rule, the programs vary, 

(1 3 ) but you’re assigned X number of stock. It is vested 
|(i 4 j over a period of time. And issue price, I think, 

!lis) varies based on when it was issued and what the 
(i8] stock price was at the time of its issue. 

[it] Q: And you said that's determined by someone 
ini other than yourself.Who makes the determination as 
j(i 9 j to how many stock options you are allotted? 

(201 A: 1 don’t know who makes that determination. 

pi) I am generally informed of that by either the head 

( 22 j of human resources or whoever I reported to at the 

im given time. But I don't know the criteria in which 

p 4 ] they determine how many options, as an example, that 

ps] i got at any point in time in the program._ 
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i] Q: Are the options that you acquire exercisable 
1 at a price level that is lower than the fair market 
i value of the stock? 

MR. WILLIAMS: Today? 
q MR. FRANKEL; Today. 

*5 THE WITNESS: If I understand your question 
n relative to when it was issued, I think they attempt 
a to issue it at what is deemed to be the fair market 


ji value of that 

t 

1 Q: At presem 
3 option to acqui; 
n MR. WILLIAM! 

»1 Move on. 

Instruct not to 
i) with this thing 
1 will agree that 
i) seeing that Reynolds 
j That seemed to 
i think you need 
j MR. FRANKEl: no. 




t given point in time. 

MR. FRANKEL: 
much stock do you have an 

answer that. 

[Til let you go 
ady told Mr. Shot 
pie have an intert^Lin ^ 
Us in this litigation'.^'"' ! 
ptable with him. I j 
.y further, 
at's - and is that 



l statement correct for all the current cmpldyecsF 
»i MR. WILLIAMS: Fo&BujTcnt employees, j 
-.] They have an intei^^n'fecing t^uReym 
i] they work for the PSm|}any ancf|fc<>mpa 


i would like to s 
j out any 
I 
! 

>i is that correct? 




Q: You began wl 



yees 
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1 A: Thai's correct 
1 Q: And your po; 

1 Group 1; is that col 
-1 A: I don't kn< 

1 sales representativ! 

! Q: And was thai 
1 A: I was locatei 
1 South Carolina, th: 

-1 Q: You held thai 
>i that correct? 

A: That sounds; 





prevail. And I'll'work 
nt on that. 

MR. FRANKEL: 
g for Refolds in Ji 


at that time was 


the Group 1 is. I • 
eld sales, 
rence, South Carolina? 
ed in Florence, 
rrect. 

tion until June 1980; is 



trright, yes. 

Q: Describe your responsibilities at that time. 

A: As a sales representative? 

Q: Yes. 

A: I had a defined geographical territory. And 
) within that assigned territory, I was responsible 
3 for product distribution, availability of 
h RJ. Reynolds products in that - that were made and 
-j distributed during that time period. I called on 
) retailers, wholesalers, vendors that were located 
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[ij within my territory. 

P! Q: And when you say "Reynolds products," does 
P! that encompass more than cigarettes? 

141 A: At that time, it would have been some of the 
(5| smoking - not only smoking but also some of the 
(si chewing tobaccos, products that we had at that dme. 
m Q: Were there also pipe tobaccos at that time? 
t*j A: Yes, there were, 
pi Q: And did your job include that? 

(ip) A: Yes. All smoking and tobacco - smoking and 
in] chewing tobacco products. 

|iz] Q: Can you think of any other products that 
li3] were encompassed by your job at that time? 

[i4] A: 1 think that covers it, yes. 

[is; Q: During that period, do you know what Camel’s 
tie] target was, what Camel's target market was? 

[in A: Can you define what you mean by "target 
[i»! maiket"? 

(is! Q: Well, that's actually a phrase that I 
C»! believe Reynolds uses quite often in its documents, 
pil MR. WILLIAMS: Well, he’s asked you for a 
pa] definition. 

(231 BY MR. FRANKEL: 

[24| Q: What is your understanding of the phrase 
[25] “target market"? 

Pag« 19 

m A: Well, ft - that could either be a 

[ 2 ] demographic tatget, that could be a psychographic 

Pi target, it could be a geographic, in my mind, when 

[4] that term is used that broadly and undefined. 

[5] Q: So we have demographic, psychographic, and 

[6] geographic. Can you think of any other aspects of a 

[7] target market? 

tfi) A: Those would be the ones that initially come 
t»l to my mind. 

mo] Q: What was Camel's demographic target during 
im the period of your first sales job with Reynolds 
M 2 ! from June 1979 to June 1980? 

[i3] MR. WILLIAMS: If you know. 

|i4] THE WITNESS: I don't know the answer to 
MS] that. What I can tell you is - is that, you know, 

|i»l as a sales rep in field sales in 1979 through the 
[i7] period that I was in that position, you know, we did 
[it] not implement our programs or activities within our 
[it] assignments based on demographic or psychograpblc 
po] opportunities. 

pi] We were given programs to implement.We 
pa] implemented them in the classes of trade that they 

[23] were designed for and we were told. But we did that 

[24] in regards to adult smokers only, because that was 
| 2 $] clearly understood when I came to work for this 
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(it company, that we marketed our products to adult 
ft smokers and adult smokers only. 

Pi BY MR. FRANKEl: 

(i) Q: So as a sales rep. you did not know what the 
19 demographic target was for Camel cigarettes? 
isj A: As a sales rep. what - the way I understood 
Pi it was that our products were available to adult 
[»t smokery.And that's who we market our products to 
Pi and only|to that group. And it was not further 
(iai spfct|®5i3 than that. 

nil So it could have been an adult meaning, of 
(izi c 5 ®st^|iyone 18 and older; is that correct’ 

V; At that time, that was correct. 

lcrc was no spcci^e^on between, say, 
Versus any other agp.-gtoSp, from your 
vc, in your job at that time? 
i correct. 

fthe phrase "Grout 
i*s not something thatj 


A: No, it doesn’t. 

representative 

Q:J&£8yhom dit^aai repoj 
3 fted tossfetHilivisio, 






of your job 
bell to you 


t position? 
les manager for 



tbia, South Caro 
d you describe the 
a typical entry-1 
'back then for somi 
their formal educ 
at again. 

LIAMS: Was this at 
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representative 
on at 
had just 


BY MR.ERANKEL: 

you describe that sales representative 
s a typical entry-level position at 
ck then for someone who had just 
their formal education? 

now how to answer that. I had 
(«] nothiiTg to cdmparc it to. Straight out of school, 

[i7j it - you know, it seemed to be a structured 
[■si entry-level position into the field sales 
|i«t department, anyway. 

( 20 ) Q: Did you have an interest coming out of 
pit school of going into sales? 

A: I had an interest coming out of school of 
[ 23 ] getting a job and going to work, and this was the 
( 2 «] one that was afforded to me and I excitedly took. 
( 2 «l Q: Approximately how many people worked for 


(i] Reynolds when you began with the company? 
si A: The entire company? 
pi Q; That's correct. 

P) A: I have no idea. 

(6i Q: Was it more than five thousand people? 

(si A: 1 don't know the answer to that, but I would 
pi assume that - yes, it was. It was more than it is 
[»i today. 

( 9 ) Q; And what is it today? 

[to] A: Today, I think it's just over seven - over 
| [ti] seven thousand so ~ I don’t know that exact number, 
tig MR. WILLIAMS: Let’s not guess. 

| [13 , BY MR. FRANKEL: 

[i 4 ] Q: But it’s over seven thousand today? 

(is) A: I believe so but don't know for sure. 

[is] Q: Beginning June 1980 and ending May 1981, you 
|(i7i were area sales rep Group 1; is that right? 

|[i6] A: Area sales representative for the Columbia 

lie] division, sales division, yes. 

[Mi Q: So with the same caveat as to the meaning of 
|[iit Group 1? 

( 22 j A: I don't know what the Group 1 - that's not 

(23] something I’m familiar with. 

[24] Q: Was that a promotion? 

i[ 2 S] A: Yes, it was. 
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til Q: And describe your responsibilities in that 
p) position. 

PI A: The responsibilities were essentially the 
(4[ same that they were as - in - as a sales 
Pi rcprcsentatlve.This was an acknowledgement that in 
( 9 j the time that I had been there. I'd demonstrated, 
pi you know, my capabilities as a sales representative 
pj and so was promoted to area sales representative, 
pi I think at that time I also picked up a 
(io) couple of small chains of five or six stores that I 
ini became accountable for. But the job 
(izj responsibilities were essentially the same as they 
(i3i were as a sales rep. 
ti4] Q: Was that in the same locale? 

[in A: That's correct. 

[i«i Q: Do you know what Camel's demographic target 
(i 7 ) was in that period? That period meaning between 

[is] June 1980 and May 1981. 

(it) A: I don't remember there being one specified, 

( 20 ) no. 

|pi] Q: To whom did you report in that position? 
pa A: To the same - same - division sales 
( 23 j manager in Columbia, 

[ 24 j Q: And did you supervise anyone? 

[ 2 s] A: Part time. Rack installers, on a limited 
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[i] double negative, 

(21 Would you like the question read back? 
pi THE WITNESS: Please, now. yeah. 

[«1 (Previous question read by reporter.) 

[si THE WITNESS: I’m not aware of any point in 
t«l time in my 19 years with the company where we did 
[7] not place - or allow Camels to be placed in a 
[81 vending machine. 

tei BY MR. FRANKEL: 

[io] Q: To whom did you report in your position as 
(i i] area vending manager? 

[iz] A; I reported to the division sales manager - 
(is) or one of the division sales managers in the Atlanta 
[mj region. 

[in Q: And did you - did you supervise anyone in 
[is] that position? 

[i7i A: No. 

[ 1*1 Q: Moving right along, from January 1982 to 
[io; June 1984,you were assistant division sales 
[ 2 oj manager; is that correct? 
pij A: Through when? 

[221 Q: June 1984, 

[23] A: Yes. 

[ 24 ] Q: And was that also in Atlanta, Georgia? 

[25] A: That’s correct. 
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[i) Q: Was that a promotion? 

[21 A: 1 considered it one. It might have been 
PI officially considered a lateral move. 

[ 4 ] Q: Describe your responsibilities in that 

[5] position. 

PI A: My responsibilities there were to assist the 
[7] division manager in the running of that particular 
PI division, including the sales reps and area sales 
H reps that were part of it, calling on retailers, 
hoi wholesalers, vendors within that given market or 
[i t) assigned division, relative to implementing the 
(121 programs that our company had for retail and 
[i3) securing distribution and product - maintenance of 
[Mj our products. 

[i«l Q: What was Camel’s demographic target when you 
[icq were an assistant division sales manager? 

[i7] A: There again, I don’t remember a specified 
[it] demographic target.The brands were more spoken to, 

[iei in terms of how I understood them, relative to how 

pq the brand was overall positioned.And we were - 

pi] brands were established on a priority basis, whether 

[ 22 j they were in a primary position at retail or in the 

pa) secondary position at retail in terms of our 

(24i contracted space. 

ps) And that's really more how I recall 
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ji] thinking about our products then, than under some 
PI demographic, psychographic, or what have you target. 
pi Q: Or geographic? 

[4i A: Or geographic. 

is] Q: Did you supervise anyone in that position? 

[si A: Well, indirectly I did.Those folks 


m reported to the division manager. I assisted him. 
p] thefc were sales reps and secretaries and 
PI teart-tiraters that worked in that division, but nobody 
(id ou^iper reported directly to me. 

[i i] P Q: An d as with your position as area vending 
tin mjmkglr, you still reported to the division sales 


(22] wit 
pa| I 
p 4 | Atk 


2 tvas different ones. feut,vc|, to a 
|sales manager.Tha^p^^a. 
ftyg^s that because the "division sales manager 
angqjklso? Because youfwcroi| the same area; is 

a There were more ^|^eg^were several 
within thatAtlamircpBrj. 

Q: So it’s a different gedivision 
iiTn|y^ie Atlanta region; i4§|g|§|g|rTect? 

J^PAs tie area vending, IjCos|ered all of metro 
major s^i^fSrs.As leililiit division 


5 major 
r, I repe 


sion manager over a 



that was just part < 


eater Atlanta 


im June 1984 until [Apo! I?85. you were 
^salcs manager; is t^^.fttrect? 
fat’s correct. t 1 
id that was in New p^Hls, Louisiana? 


(icq 

t''l po 

(12] J 
[is; dis 


is that a promotion? ; ; 

5, it was. 

scribe your responsibilities in that 


(i 2 ) ^Ibecame accountable for the sale, 
pa] dislfSfmion, and product maintenance of our 
114] pnjjiii^s in the New Orleans division. I had a staff 
(isi th<Pfi£jj£$Stcd to me to accomplish that. 

(i6) Q: And what was Camel's demographic target when 
(in you were a division sales manager? 

(i«l A: My understanding of how we marketed our 
[isi products then or how they were - in what position 
po; was the same as it was when I was in Atlanta. It 
pi] was more of a here’s how the brand is positioned in 

[ 22 ] the programs there and then here's what priority we 
C 231 are putting on them in a given market. 

( 24 ) Q; So you don’t know about what the demographic 
psj market was? 
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(ij A; 1 don't recall knowing chat, what have you, 

Pl other than, as I mentioned earlier, it, you know, 
pi was against adult smokers only. And that was very 
Pl clearly made that that’s whom and only whom we 
[5] market our products. 

(6j Q: But nothing more definitive than what group 
Pi of adult smokers? 
pi A: Not that I recall, 
pi Q: You used the phrase that the brand was 


tun positioned. 

[i i] A: Uh-huh. 

[i 2 ] Q: What do you mean by that phrase? 

(i 3 | A: Are you asking today, or are you asking as I 
iui recalled it back then? 

(isi Q: As you recall it back then. 

116 ] A: As I recalled it back then, they talked 
(i 7 l about, you know, here is - this brand is - stands 
(it! for, you know, independence, this brand stands for 
[is] stylish, or what have you, was some of the 
poi terminology that was utilized when I was in sales 
pi) and communicated to us. 

P 2 j But the primary emphasis was on, this is a 

[ 23 ] primary brand in terms of its placement at retail 

[ 24 ] versus the secondary or tertiary positions which 
ps] describes our contracted space at retail locations. 
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PI Q; And how was Camel positioned when you were 
P) an assistant division sales manager? 

Pl A: I don't recall how It was specifically 
Pi positioned. 

pi Q: Do you recall generally how it was 
pi positioned? 

Pi A: I would -1 would be guessing. 

|S ] Q; You also mentioned the phrases primary, 
pq secondary, tertiary positioning for sales: is 
[io] that- 

(it) A: That’s correct. 

Ii 21 Q: Okay. And how was Came! positioned with 
li 3 ] respect to those phrases when you were an assistant 


iui division sales manager? 

[isi A; I can’t remember.That worked on a cycle 
(isi basis where brands rotated in terms of what position 
Ii 7 ] they had on our contracted space. 

[isi Q: Was Camel ever a primary brand during that 
[it] period, when you were assistant division sales 
PO manager? 

pi) A: I just don’t remember. 

( 22 ) Q: And the same question with respect to when 


(231 you were a division sales manager In New Orleans: 
p 4 ] Do you know whether Camel was a primary, a 
psj secondary, or a tertiary brand? 
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lij A: I just don't remember. 

[q Q: Or how Camel was positioned when you were a 
(ij division sales manager? 

W A: Don't remember. 

pi Q: From May 1985 to December 1986, you were an 
m assistant brand manager; is that correct? 
pi A: That sounds sight, yes. 

(s) Q:-Was that a promotion? 

M A:|lt was jiore money. I did not consider it a 
(tot pron$S|!!f$fecc5sarily, 1 don’t know how corporately 
itt) that ffi^duld he - been looked at. Probably as a 
s. 

y did you make this move from sales to 


roaden my 
Jiin the 
o come in and 
than the one 
hose 

it of on 
to consider 


( 12 ) pror 

(191 



li7j comj^S^JSabsrdcd me the opp 
(i*l see anothcrperspcctivc of the i 
(is) I had since 1 had startedwitb ip 

[ 2 oi primary reasons. 

PH Q: Was this something that yc 
pal your owavpr did someone appr 
pat making p§ ;: mj|ye? 

A: I v^s&pproachc 
Q: Ajtd wfro appro S&bgd you?j 



P*1 

psi 




cialiy approachc 
who I reported to. 
would have been 
covered the New 
rrect. 
call that person’s 
d Summers. 
■d,R-0-D7 
so, yes. 

E-R-S? 


gional 

nalsales 
cans’ division? 
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US) 

[t« 


(«« 

P<8 



ur coming to the assistant brand 
jon, had you ever had any marketing 


A: Thi 
Q: Dc 
A: Ro< 

Q: 

A: fb< 

Q: 

A: Ii 
Q: Prif 
(in manager 
tut experier 
A: No| 

Q: And what about educational background, had 
ini you ever had - had you ever studied any marketing 
[ii] subjects in any of your schooling? 

A: Of significance, no. 

Q: Describe your responsibilities as an 
pi] assistant brand manager, please. 

P 21 A: I was involved with the development and 
pn production and execution of the marketing plans and 
pi) programs. 

pst Q: was that for several brands? One brand? 


ii) 

Pi 

W 


(7) 

m 

m 

(iq 

t«ii 

[121 

119) 

(141 

P5] 

[1«1 

[17] 

[ 1*1 

I'*! 

po) 

PH 

PH 

R3) 

P«) 

PS) 


[1] 

P) 

P! 

[«] 

15) 

[«) 

PI 

m 

w 

[ 10 ] 

pi) 

112 ) 

[19] 

[14] 

[15] 
[ 1*1 
(17] 
(15} 
[19] 
P°] 
P1> 
P2] 

m 

p*i 
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What was - 

A: That was for the Camel brand when I came 
into marketing. 

Q: What was Camel’s target when you were an 
assistant brand manager? 

A; Best I can remember, it was adult smokers 
18-plus with an emphasis on 18 to 34. 

Q: Was there also an emphasis on males versus 
females or vice versa? 

A: Best of ray recollection, there would have 
been a bigger emphasis on males than females, 
given - my recollection is that is how that brand’s 
business skewed. 

Q: Earlier you mentioned that among a target 
market could be a psychographic. Do you know what 
Camel’s psychographic target market was during your 
tenure as an assistant brand manager? 

A: Best of my recollection, words were used 
such as virile, masculine, independent. 

Q: Anything else come to mind? 

A: That's what - 

MR. WILLIAMS: Let's have a specific 
question, 

BY MR. FRANKEL: 

Q: Your answer, sir? 

Page 35 

A: That's what comes to mind. 

Q: To whom did you report when you were an 
assistant brand manager? 

A: The senior brand manager for Camel brand. 

Q; And who was that? 

A: 1 believe that was Rick Caufield. 

Q: To whom did Rick Caufield report? 

A: He would have reported, I believe, ip our 
structure then, to a group marketing director. 

Q: And who was that? 

A: I don't know for sure. 

Q: Was it David lauco? 

MR. WILLIAMS: Do you know? 

THE WITNESS: I just don’t recall 

BY MR. FRANKEL: 

Q: Did you supervise anyone in that position as 
assistant brand manager? 

A: 1 had no one reporting directly to me, no. 

Q: From January 1987 to November 1988, you were 
a brand manager; Is that correct? 

A; That sounds right, yes. 

Q: Was that a promotion? 

A: Yes, it was. 

Q: And describe your responsibilities in that 
position, please. 
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A: I was responsible for the strategy, 

Pi marketing development, and execution of the brands I 
PI was accountable for. 

Q: And which brands were those? 

A: I believe they were More - the More brand, 
the Now brand, and the Rios brand. 

Q: Was there a period during your tenure as 
m brapi manager - that is, from January ’87 to 
P) Nc^embe| '88 - where you had any responsibility for 
[ioi the^&mPfbrand? 
nn AtTm sprry. Could you repeat it, 

NKEL: Let’s have the coun reponer 
it back, please. 

question read b; 

ESS: No. 

BY MR. 

jy of the three braj 
iod - that is, More,^ 
ger adult smokers? 
you define what yj 


t») 

[si] yotinger adult smokers.” 

[221 Q: pQiat does that mean to 
m No, no. He 

(24) you 
I2S) 
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on. If he 
cady 

We're not 


d him to redefine 
it to rephrase it - yi 
u can't answer it 
y that game, 
on. Rephrase or-f 
BY MR. 
estion, sir, is what 
now that you used 
KEL: Let me ask 
ck. 

IAMS: It was the phrase you used 
u to redefine it. 

EUPON.THE QUESTION WAS READ BACK BYTHfe 



-what was 


reponer 


?A$ FOLLOWS: 
the three 
(is) brands you mentioned for that 
(in period - that is, More, Now, 

(is) and Ritz - target younger 
(isi adult smokers?) 

120 ) MR. WILLIAMS: He asked for your definition 
pi] of "younger adult smokers.” 

( 22 ) THE WITNESS: I’m sorry. I don't - 

( 2 ?) MR. WILLIAMS: No, no. Cliff, I'm talking to 

(24) him. He's asked you what you mean by "younger adult 

(25) smokers.” 
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to MR, FRANKEL: Okay. We’ll break it down a 
[ 2 ] little bit. 

pj BY MR. FRANKEL: 

(4j Q: What is a younger adult smoker? 
is; MR. WILLIAMS: His definition? 

!6] BY MR. FRANKEL: 

pj Q: I'm asking, you, sir:What is a younger 
[«! adult smoker? 

0 ! A: Our definition of a younger adult smoker 

(ioi is - it then was 18 to 24 or 18 to 34 year old 

(11) smoker.Today that would be defined as a 21 to 24 

(1 2 ) or 21 to 34 year old smoker. 

(is) Q: How is it distinguished when the cutoff year 
(i4) is 24 versus 34? 

[isi A: I think for me, anyway, it depends on the 
[iq brand that you are on and the emphasis from a prime 

(it) prospect standpoint that you are applying. 

[i*l Q: Now, when I asked you the question earlier 

(is] about whether More, Now, or Ritz targeted younger 
( 20 ] adult smokers, the problem you had with my question, 
pi] the part you didn’t understand, was the phrase 
122 ) "younger adult smokers'? 

(23) A: No. It was target. 

(24j Q: Okay. Now, earlier when we talked about 
12 S] target in this deposition, you defined targeting as 
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[i] looking at the demographics, the psychographics, or 
Pi the geographic aspects of the smokers that Reynolds 
PI is looking at; is that correct? 
pj A: That's how I define it, yes. 

IS] Q: Using your definition of target and your 

pi definition of younger adult smokers, was More 
(7] targeting younger adult smokers when you were a 
pj brand manager from January '87 to November *88? 

(si A: Best of my recollection. More would have had 
(io) a prime prospect or target market.And you asked 
(it) specifically about the demographic portion of it. 
i 2 j That would have been 18-plus. 

(isi Q: And when you say "plus." is there no limit 
[i4] on the plus? 

MS] A: Eighteen years of age or older, and a 
[iq smoker. Yes, that would have been its target market 
|i7i demographically, as 1 recall it. 

(i«) Q: So it could have been, say, a 50 year old? 

(to) A: Sure. 

CM) Q: What was Now’s demographic target when you £ 
pi] were a brand manager for Now? 

( 22 ) A: Best of my recollection, it would have been 
[23j more In the 35-plus demographic. 

(24) Q: And what about Ritz, what was its 
ps) demographic target? 


in 

to 


oo 

IX) 
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<T> 


Page 36 - Page 39 (12) Mln-U-Script® For The Record, Inc. - (301)870-8025 

http://legacy.library.ucsf.eSu^i:#irq©frsaQO'/pd^ industrydocuments.ucsf.edu/docs/psgl0001 





RJ, REYNOLDS TOBACCO COMPANY 

MATTER NO. D09285 


GEORGE C. PENNEtL 
VoL 1, June 9, 1998 


Pago 40 


(i) A: Best of my rccoUection, it would have been 
Pi 18-plus. 

pi Q: From a demographic standpoint, what were the 
Pi differences between More and Ritz? 

(si A: DcmographicalLy, 1 don't think there would 
(si have been a big difference between the two. 

[7] Q: What about from a psychographic standpoint 7 
sydbographicaily, they probably would have 
imilar as well. 

More and Ritz competing against each 


itially in certain ways, yeah, 
about from a geographic standpoint? 

th sold in the sa&E-a rcas ? 
was a brand that waag relr&blc 
itz was a brand thit was.-had been 
nd tested - and I dionYretall whether 



(is] nai 
[i7] deVelope 
I«*l it 

[is] noC?H 



been moved to 
lon’t remember. 

po] tjrcsettdig back to the de 
pi] and Ritz, was one of those bi 
P 2 ] male d rf&ma le than the otherj 
A: trout bands’ business skCwi 
p4) mi re ^iraije than 
psj PaS^could yi 





uuon or 


s for More 
ie focused on 


a much 


e, then, what 
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d Ritz from a 


ces were between!! 
ndpoint. 

cy were very diff^^p|odlucts, to 
One was a 120-milliraete^rodua that 
d dark brown and ihin.Thfe other was a 
ter versus 120 non^^^umference 
i had the YSL logo 

'm going to figure sut which one was 
:h was the one - 
one was More.The 120, dark, 
igarette was More. And Ritz was the 
ter, slim circumference product, 
the YSL logo on Ritz? 

re the differences between More and 
(iq Ritz from a positioning standpoint 7 
(it] A: I believe More was positioned as a longer 
(it] lasting, very unique, different visually product, 

(is] while Ritz would have been positioned as a highest 

po] quality, up-scale products. 

pi] Q: Were they priced at the same level, too? 

P 2 ] A: I believe so, yes. 

pal O: From December 1988 to August 1989, you were 
[24j senior brand manager; is that correct? 

[ 2 *! A: May I have those dates again. 
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id Q: From December 1988 to August 1989. 

pi MR. WILLIAMS: Cliff, if you don't recall, 

pi just say that. I mean, he’s obviously read a 

(4] deposition or something- 

[sj MR. FRANKEL: No, I’m - 

le] MR. WILLIAMS: Let me finish. 

pi MR, FRANKEL: Sure. Go ahead. I was going 

it] to help you oul 

m MR. WILLIAMS: You are, really? 

[iq MR. FRAN KEL: 1 think I’ll try. But I’ll 
[i u let you finish. 

[in MR. WILLIAMS; He's going to try.All 

[13] right.This is a first, by the way. 

[14] MR. FRANKEL: Well, we can quibble about 
[is] that. 

lit; BY MR. FRANKEL: 

lit] Q: Earlier in this litigation, we served 

[la] interrogatories, which are questions to Reynolds, 

[is] asking that certain information be provided and 
po] sworn to by the company. And one of the questions 
pu we asked was for certain individuals, yourself 
P 2 ] included, to provide some employment background, 
p3] And there were titles and dates.That's what comes 
P4] to mind immediately, titles, dates and positions, 
psi but not descriptions. 
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(ij And in preparing this - these questions, I 

pi have looked at that, and these dates came from the 

pj sworn interrogatory answers which Reynolds served on 

K] the FederalTrade Commission.That's my 

[$] representation to you. I believe- 

[si MR. WILLIAMS; We’re not contesting that. 

pj MR. FRANKEL: Okay. 

m MR. WILLIAMS: He’s just saying he doesn't 

m recall. 

[it)) MR. FRANKEL; I understand. Well, I don’t 
jut know that be said that. 

[i 2 ] MR. WILLIAMS: We don’t contest it.He just 
[is] doesn't recall those dates. 

[i4] MR. FRANKEL: Well, actually, I don’t know 
(is] that I've heard him say that.The question - 
(i«3 THE WITNESS: You have laid out a title 

(17] change, and there is a period in time of my time 
[i<] with this company where I moved from one brand 

[18] assignment to another without changing titles. ^ 

pq And so what I’m trying to remember, if I ^ 

pij can. in my own mind, is at what point in time 1 -J 

p 2 j became a senior brand manager, as you Ye 

pj) characterized it. 

p4j There was a point in time where I moved off 
psj of More, Now, Ritz as a brand manager on to another 
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ft] business as a brand manager and while I was on that 
Pl business was promoted to senior brand manager, 
pi MR. FRANKEL: Good. I understand what you 
M just said. 

K THE WITNESS: And I’m just not remembering 
M the dates. Sorry. 

I7j BY MR. FRANKEL: 

pi ^Q: Olfe|y.That's okay. I understand what you 
Pl siid.Wl^n I gave you the period earlier from 
[io] Jan^^Y1987 to November 1988, when you were brand 
lanage^ 1 asked you wbat brands you were brand 

lor, and you responded More. Now, and Rita. 
!ted if during that period you bad any 
?ility for Camel. An diT-peli eye your 
l was that you didn’y|P®* 

3 re than happy if you want to change 
or if that's cotxeceas you stated 
atever - whatever! 




t the 

cd don’t define 
through this. 


: add, if this helps s 
ijtory responses we fedS 
pn which brands.That’s why I’4 
P 2 ) And' Ttjyr nportant to us - 
[231 APtF is my recollection that-aet’4 just 

p<* hold'O^pn whacpIPtor a But in terms 

P5) ofia^degSotabilityJ^iat^ mov^SfJp the Camel brand 
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(>] A: No, it was not a demotion. 

PI Q: And describe your responsibilities as Camel 
p) brand manager. 

[4] A: They were the same as it was as brand 
is) manager on More, Now, and Ritz: I was responsible 
Pi for strategy development, program implementation and 
Pi execution for all marketing elements of the Camel 
Pi brand. 

cs] Q: What was Camel’s demographic target when you 
(io] were its brand manager commencing April or May of 
|tti] 1988? 

[i 2 ] A: As 1 recall it, the primary emphasis was 18 

[is] to - adult smokers 18 to 34, as the primary 

(U) emphasis, and 35-plus as the secondary emphasis. 

[isi 0: Was there an emphasis on 18 to 24 year olds 
(is; during that period? 

(i7i A: There was program and development and 
[i8] research and activity and then implementation of 
(is) programs against that prime - competitive prime 
[ 20 ] prospect, yes. 

pii Q: You say programs. But was it a target. 18 
[ 22 ] to 24? 

[231 A; I don’t know that I would define it as a 
[24] target. It was an emphasis point of part of the 
[ 2 si prime prospect of competitive adult smokers 18 to 


manager, 
ange your 
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May of 1988 as 
ay. So this would slighi 
before - so you wtstHti n< 

LLIAMS: It may or |gay not. 

ANKEL: Well, here*$ thequestion. 

BY MR^M^EL: 

u were not a braa^yjMmgger for More, 

Ritz from April or May of) 988 forward; is 



it’s correct.That’s correct. It's from 
r I was promoted to brand manager, which I 
in January or sometime in early '87, 

I can't remember. But from the time I 
toted to brand manager up and through March 
, I was on the More, Now - brand 
[i«i manager of More, Now, and Ritz brands, and then was 
[in moved over as brand manager to the Camel brand in 
[is] cither April or May of 1988. 

[io) Q: Was your move to - was your move to Camel 
[ 20 ] brand manager in April or May of 1988 a promotion? 
pi] A: No, it was not a title promotion. No. 

Q: Was it financially a promotion? 

A: I don't recall whether it was or wasn't 
P4j financially. 

[25] Q: Was it a demotion? 


(221 

(23] 
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til 34, yes. Call it a subset of the 18 to 34 adult 
[ 2 ] smoker prime prospect for Camel, 
pi Q: And what about the age group 18 to 20? Was 
[ 4 ] that a target during your period as brand manager 
[si for Camel commencing April or May of 1988? 

16 ) A: As I recall, there was program development 
Pi and activity against the 18 to 24 year old adult 
[8] smoker group, and some was looked at against 18 to 
Pl 20 year olds. But I don't recall ever doing 
[to] anything to the sole exclusion of 18 to 20 year olds 
[i i] without involving that against a broader adult 
[i 2 ] smoker age group than that. 

to] Q: And what would that broader adult age group 
(Mi be - when you looked at 18 to 20 year olds, what 
(isi would that broader adult age group be? 

[isi A: It could have been 21 to 24. It could have 
(i7i been 21 to 34. It probably varied. But to have 
ini looked at programs specifically against 18 to 20 
[it] year olds would have been inconsistent with 
[ 20 ] objectives and expectations of the brand at that 
pi] time. 

( 22 ) Q: You said it would have been inconsistent? 

(23) A: Inconsistent. 

(24) Q: And why? Why would that be? 

[ 2 sj A: Because you - you can't successfully 
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(fl accomplish from a business standpoint what you need 
m to among that defined age group of adult smokers, 18 
pt to 20 year olds. 

f*l Q: To whom did you report when you were brand 
{si manager for Camel? 

m A: 1 believe I reported to the group director, 
pi Q: Do you know who that was? 

(si A: 1 believe it w^s Rick Sanders, 
pi Q: And t4 whonj did Rick Sanders report during 
(to) that pcriod? '%ls$* 
pil A: I donfrecall.. 



(tzi Q: Do y< 
pal whom Ri 
(“l 
('Si 

PR that perso 
n»l 

tu] blank on 

(191 

pen brand 

p«j 
( 22 ) 

123) 

[24] assistant ma 
ps] Q: Do 



the title of the person to 
nde|s reported? 
it of marketing. 

:t help you now to i 


ember who -1’ 
nders reported v 
ervise anyone whe 
Camel? 

u supervise? 

a secretary and 
8 or ass|p^bran 
U what Wsjsccre 



rc the 



lii was? 
tzi A: No. 

Pi Q: And 

Pi brand manager; 
tsj 
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M»! 


li«] 


121 ) 

(221 




ut the two or thi 
do you recall the 
Farlane, Mark Bolj 
was some change 
time that I had 
t now, 
i, if you recall othe 
sition, if you wouii 



nt 



during 
ut that's 


A: Hunte 
Pi LaBrecquei 
Pi the course | 
m all I cans 
Pi Q: Let i 
[io] taking this j 
[iij them out s 
A: Okay 
0: Or if 
H4] names in i 
(isi for me, 1 ■ 

A: Okay. 

Q: The same would apply to if during the course 
(«j of this deposition, if you can recall to whom Rick 
(is) Sanders reported, if you would please point that out 
ran to me. 

A: Okay. 

Q: From December 1988 to August 1989 you were 
(23; senior brand manager, is that correct? 

124] A: Could 1 have those dates again. I'm sorry, 
psi Q: Yes. December 1988 to August 1989. 



ee any documents which have their 
if you would please point that out 
predate it. 
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(t| A: Through August of '89? 

P) Q: Yes. 

pi A: I just don't -1 just can't remember. 

Pi Q: Do you recall when you ceased being the 
PI Camel brand manager? 
l«] A: Or - being Camel brand manager or 
pi accountable for Camel 7 Because 1 was a senior brand 
pi manager during some of that period of time, 
pi Q: I'm referring now to the position brand 
Mo; manager as opposed to senior brand manager. 

[iij A: No, I do not remember when I was promoted - 
(121 it just doesn't come to mind when I was promoted to 
(is! senior brand manager. 

[i4i 0: Do you recall when you ceased being senior 
[isi brand manager? 

pel A: I believe that would have been August of 
PT] 1990. 

[is] Q: And is that when you moved to director of 
[(i8i the savings business unit? 

120 ) A: That’s what I believe. I think so, yes. 

pi! Q: Was there ever a time when you were - where 

122 ) you held the position senior marketing manager? 

[23! A: There could have been an internal change in 
124] titles from senior brand managers to senior 
[ 2 sj marketing managers, yes. 

Page 51 

Hi Q: But the responsibilities were the same 
pi between those two positions? 
pi A: As 1 remember them, yes. 

(<l Q: Was your move from brand manager to senior 
(51 brand manager a promotion? 
pj A: Yes. 

Pi Q: What were your responsibilities as senior 
t»l brand manager? 

pi A: The responsibilities essentially stayed the 
(iqj same as they were when I was brand manager. 

[it] Q: When you were brand manager - not senior 
M 2 } brand manager, but brand manager - was there a 
(ia) senior brand manager for Camel? 

|i4) A: No. 

(isj Q: When you became senior brand manager, was 
(i»l that a new position, or had someone in the past held 
[i7] that position? 

(181 A: Well, I - there had been previous senior 

(19) brand managers on Camel brand, but there had also 

( 20 ) been previous brand managers on the Camel brand. I 
pi) moved over there as a brand manager and then was 

(221 promoted to senior brand manager on the Camel brand, 

(231 accountability staying the same but It not being a 
[24] new position. It was promoting me as an individual 
tas) into the same position that 1 was. 
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(ti Q: During the period when you were senior brand 
pi manager for Camel, what was the demographic target 
Pi for Camel? Or to ask it, perhaps, more simply: Did 
Hi it change from the period when you were brand 
pi manager to the period when you were senior brand 
Pi manager? 

pi A: During the time that 1 was on the Camel 
Pi bifffd, I dp not recall us making any significant 
Pl shifts in j|ho our competitive prime prospect was for 
[io) the^HIrrel brand. 

(ill IS: So for the entire time that you were a brand 
[i 2 ] m|llr|fl%r senior brand manager for Camel, the 
ini demographic target was 18 to 24 or 18 to 34; is that 


[is) pg*s£ 0 *pf our competitive^ 
lie) l{im3Awith segments of 18 to 
[i7j loMeaaOswell,yes.Butthjtdi 
(i»i wtidji pay attention to vpgi 
(is) 35^pnWoecause we had our 
pci olJPsltiifylbad to be concerned ’ 
pi) of franchise maintenance. ^ 
[ 22 ] Q:^Wa^there ever a time v jjjjig 
[231 bran^^m^er or senior market 
pi] wheg?Sifeprimaryj^at^it for ^|SI 
psi teitaaic could P»$been 


with segments of 18 to 24 and 25 to 34 
& well, yes. But thlt did nlt mean that 
gt pay attention to going on w 

because we had our ft&nchge that we 


[i] we 
P) adult * 
PI Q:| 


prospect was 


going on with 
.eftife that we 
jjjiluas well, in terms 

were senior 
|ng rpanager for Camel 
li^as 18 to 24? 
iods of time where 
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PI earlier? 

Pi A: They could have been. I don't remember the 
pi specific time frames of when those individuals 
Pi reported to me on Camel. 

(sj Q: Can you think of anyone else other than 
Pi Mr. MacFarlanc, Mr. Bolger, or Mr. LaBrecque who 
tn reported to you when you were senior brand manager? 
pi A: Those are still the only ones that come to 
pj my mind. 

(10) Ch And what about senior marketing manager? 

[11] A: The same. 

[i 2 l MR- FRANKEL: Let's take a quick break here, 
in) (Recess taken from 11:24 a ,m. to 11:34 a m.) 

[u, BY MR. FRANKEL: 

[is] Q: We’re back on the record. 

[i«l Mr. Pennell, you understand that from time 

[in to time we'U go off the record and then come back 
(iq on the record, and that when we’re back on the 
[it; record you remain under oath? You understand that? 
po] A: Yes, 1 do. 

pn Q: And all the instructions that we talked 

p 2 ] about at the beginning of the deposition still 

(231 apply. You understand that? 

p*j A; Yes, I understand that. 

pss Q: Did you report to the same person when you 
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l at and put empha|p 
petitive smokers, yes. 
there ever a time 


to 24 year old 


PI u: '^f^cre ever a tune vpen th|y were the 

(si recall specificallyrcgar3|ng the 

(9) primpgi^rget. Emphasis, ycs|$$jSSfV target, 1 

M Ofcffi&HBthere ever a time nHpu were senior 
Pi bran d-m^a ager or senior rnar^sttSipmanager for Came 

[10] whet^^^emphasis was placed on 18 to 20 year olds! 
[ti] Mark^E^^emphasis. 

(121 A: ^don't recall us putting our marketing 
psi empl^^%»rogram emphasis, on just 18 to 20 year 
[uj olds,$Pi| 

ps) Q: people did you supervise when you 

[is] were senior brand manager for Camel 5 How many 
[i 7 ] people did you supervise? 

[is] A: I don't - it would not have been different 
(iq than it was when I was a brand manager. I think at 
po] any given time, there might have been two or three, 
pi] no more than four, individuals that would have 
( 22 i reported to me. Obviously, we interacted with other 
[231 groups and what have you. But in terms of me 
p*l supervising, that would be it. 
psi Q: Were these the same people you mentioned 


I't recall specifically rcgai 
irget. Emphasis, ycspiiuM) 
lecall. 

|here ever a time wnefy 
lager or senior marf@ 8 §i: 


r ig the 
target, 1 


jgggfhere ever a time when you were senior 
psjager or senior mari^tmpmanager for Camel 
Uge emphasis was placed on 18 to 20 year olds? 
ijptemphasis. 

Jon't recall us putting our marketing 
Hi%>rogram emphasis, on just 18 to 20 year 
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[i] were senior brand manager and senior marketing 
Pl manager? 

[ 3 ] A: Best as I recall, yes, I did. 

Pl Q: And who was that? 

is] A: I believe it was Rick Sanders. 

( 6 i Q: And from the period when you were senior 
in marketing manager - that, according to my 
(aj information, was September 1989 to July 1990 - do 
pi you know to whom Rick Sanders reported? 

[ioi A: I'm not real sure who he reported to. 

(hi Q: Do you know the title of the person to whom 
tin he reported? 

[(31 A: I believe it would have been vice president 
ti*) of marketing or vice president of brand marketing, 
[iq something along those lines. 

[iq Q: In August 1990 until October 1991, you were 

;i 7 ] director, savings business unit; is that correct? 

[iq A: That sounds right, yes. 

Itq Q: Was that a promotion? 

[ 20 ! A: Yes, it was. 

pi] Q: Describe your responsibilities in that 
pn position. 

psi A: The company created a new brand business 
pq unit called the savings business unit, and 1 was 
pq accountable for all marketing aspects of our 
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(ij savings - the savings brands for our company, 
pi Q: How many brands did that encompass? 
pi A: Doral, Magna, Century. I believe during 
l<] that period of time we reintroduced the Sterling 
( 5 ) brand.There may have been a couple more, including 
lei some private labels. 

pi Q: But you can't recall the names of any 
W others? 

[»! A: Btfst Valu| may have been one, and I just 
(in) don’t whether Monarch was introduced during 

(iij that tinte period you referenced or not. 

|c period when you were director, 
siness unit, did you have any 

[ in connection witbjhc Camel brand? 



[ij] Q: 
(is) saving! 
(u) respoi 
(isi A: 
(isi Q: 
(in during 


llow Camel’s ma 
>d? 

(isi A: Was I generally aware of wl 
[ltd on Cartili%nd ; iiow the brand wa 
paj But 1 v^^Pilpecifically involve 
pil development Or implementation 
pzi activity of,the brand, no. 
p 3 j Q: any of the re 

PO concerniM||be marke^g.gf Ca 
psi the oeriAwBen you fSpdirc 


ping on 
g?Yes. 
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|i] busin 
P) A: I d 
pj Camel r 
Pi overvi 
[S] Q: So 
Pl more b 
PI A: As 




:cali reading any 
other than reports 
Cm a company stan 
overview 

lan Camel; is that $orre 
ral rule they did, 


Q: Diti some of them just enc 
exclusion of other 
iuld have, but I doi 




iccific 
re done as 

encompass 

e Camel 
that 


did you report when you were 
vings business unit? 
drawing a blank. 1 don't remember, 
pow the title of that person? 
lave probably had the title of vice 
[i7j president of brand marketing. 

(i«l Q: It was not Rick Sanders; is that correct? 

[is] MR. WILLIAMS: He said he didn't recall, 
po] THE WITNESS: I don't believe it was, no. I 
pi] just - I'm just drawing a blank, 
pn BY MR. FRANKEL: 

[23] Q: Did you supervise anyone when you were 
|24] director of savings business unit? 
psj A: Yes, I did. 
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[ij Q: And how many people did you supervise? 
pi A: I probably had, at any given point In time, 
pi two to four direct reports, perhaps. And then they 
pj had some assistants, marketing assistants, 

(S) underneath them. 

PI Q: How many people were In the savings business 
(7] unit? 

pi A; I think it varied from time to time. But 
W probably somewhere - including myself and 
[ioj secretaries, somewhere between six or seven and 
li ij twelve people, 

(121 Q: Did you supervise any of the same people who 
us] you had also supervised when you were involved with 
[i<] the Camel brand prior to your taking on the position 
(i$) of director of savings business unit? 

[isi A: Can I have that question again? 

[i7i Q: Did you supervise any of the same people who 

(isi you had supervised before taking on the position of 

(i»i director of savings business unit? 

po] A: Yeah.The way wc rotated people around, 

pi] that is quite possible. I don't recall any specific 

| 22 j ones, but it would not have been out of the ordinary 

psj for some people to report to me that had reported to 

[24] me in a previous position. 

( 25 ] Q: Do you recall bringing any people over with 
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Ml you from your work with Camel to your new work with 
pi the savings business unit? 
pi A: No.That did - did not bring anybody over 
P] initially. I do recall that. 

is] Q: From November 1991 to November 1995, you 
is) were vice president, savings business unit; is that 
(7) correct? 

Pi A: That sounds right, yes. 
pi Q: Was that a promotion? 

(ioj A: Yes, it was. 

mi Q: Please describe your responsibilities in 
[i 2 ! that position. 

ns) A: The overall accountabilities did not change 
| (is) significantly. I was still responsible for the 
(is] savings business unit. That business had increased 
1(36) and grown. 

ii 7 ] At some point during that period, I 
li»l believe, if I'm not mistaken, within the time line 
(iij you've referenced, we moved our entire private label 
po) business over under my accountability. I think it 
pi] was during that time line you're referencing. 

PH Q: Where was private label business prior to 
| PS) being in the savings business unit? 

(24) A: It had officially reported in through our 
psj sales function - sales department.__ 
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|ii general? 

[21 Q; In general. 

PI A: There’s currently a Camel billiards 

[4] sponsorship program in existence. And Camel is also 

isj involved or an associate sponsor with motorcycle 

M bike week programs. 

pi Q: That's not a sport - or is it? 

(«i A: No.That’s why I asked for the 
pi clarification. 1 would not consider that sports 
ltd marketing, no. 

[tij Q: I'm not quite sure how to describe this. 

[i 2 i Are these the people who typically ride their 
M3] motorcycles on weekends or - you can probably 
|i4) explain it better than I can. What does this 
[is[ entail? 

(isj MR. WILLIAMS: Excuse me. Is the question 
[in what is the motorcycle bike week program? 

[isj MR. FRANKEL: Yes. 

[id MR. WILLIAMS: Okay. 

[ 20 ) THE WITNESS: The motorcycle bike week 

pi] program is Camel goes and has a presence at and - a 

[221 road house tent-type program at venues where 
[231 motorcycle enthusiasts come to be at a - Daytona, 

[24j for bUce week there, or Sturgis, South Dakota, I 
(25) believe it is, would be another example.And Camel 


Pag* $7 

in goes there and takes their - they call it their 

Pl road show program there as a conversion opportunity 

pi against adult smokers, 21-plus. 

[4j BY MR. FRANKEL: 

[si 0: What is the road show program? 

[8] A: The road show consists of - of an enclosed 

pi area where you must be 21 years of age or older to 
pi participate that offers music, photo booth, some 
[s] custom bikes that have been custom done - are 
{id examples of the kind of activities that take place 
(in inside the Camel road show. 

[in Q: Is there free sampling given for Camel 
[isj cigarettes? 

[i4j A: There’s not free sampling.There is a 

[isi conversion program in which a person has to show a 

[i «1 photo ID that they are 21 years of age or older. 

[i ?3 They then have to demonstrate that they are a in 

[i*j smoker. And they swap their current product for a 

[id pack or two of Camel product. °° 

pd Q: What are the responsibilities of the 

pi) business strategy and planning unit, or department go 

[ 22 ] function? w 

Pd A: That department serves several functions or 

Pd capacities. One of them is - is they oversee the 

Pd process of the corporate strategic plan, really, in 


Min-U-Script® 


(19) Page 64 - Page 67 


http://legacy.library.ucsf.e0u^id)iT^|a^/p®Mw.industrydocuments. ucsf.edu/docs/psgl0001 






























I 


GEORGE C. PENNELL 

VoL 1, June 9,1998 


RJ. REYNOLDS TOBACCO COMPANY 
MATTER NO. D09285 


Page 68 


[t] a roll-up or oversight capacity.They oversee all 
Pi of our business and consumer tracking function. And 
pi they also handle all of our forecasting activities. 
t«] Q: Does Mr. Moore. Jerry Moore, report through 
(5) that - that department? 

[5] A: Yes, that would be correct, 
pi Q: Is he one of the people that you supervise? 
Heroes not report directly to me. but he is 
ncnt, yes. 

£'s his present boss report to you? 

Yes. s 

ao is that? 

Scot| Keith. 

>u ever been invo! 
irate plans for Re 
ns) involvement with the busine: 

.. I? 

JAMS: Will you d< 
little broad. 
j;NESS: Yeah. 

BY MR. 
jt's a - that’s a phras 
my question al 
|d plann^pi$$pa: 

Vcah. I foi 




,d with the creation 
nor to your 
y and planning 
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irpotate plans, but 
1 what you mean by "i 
it’s hard for me to 
ed. Earlier when I aSkcd ydu about 
itegy and planning acparfccnent, what it 


|or help me 
vcment." 
■^phrase 


sted three items. 
Ians. So can you p 



cm was 
be what 


I intended to say o^pgg|t I said was 
y’s strategic plan, which is' a roll-up of 
and - against company objectives, 
icst as I can attempt to answer your 

ut me being involved in that before, 
have to say, yes, 1 have been 
involved in the development of brand 
{<«) plans and was involved in establishing strategic 
Ii7j objectives and strategies, not only for those brands 
(it] but involved in discussions for that - for the 
tiB) company as a whole. 

pq Q: When did you first have such involvement? 

pi] A: I guess to say in any capacity would have 

pt] been probably when I became director of the savings 

p3| business unit, though I was more limited. 

p<l Q: When you were involved with the Camel brand, 

pt] had you ever assisted with the creation of any 
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[ij strategic plans for Reynolds? 
pi A: Not to my recollection. I was accountable 
pi for the Camel brand, and that’s where my time and 
(4i energy was spent. 

(S) Q: When you took on the responsibility of 
Pl senior vice president, brand marketing, in or around 
Pi December of 1995, to whom did you report? 

Pi A: Somewhere around there we had some change in 
pi personnel, and I just can’t remember. It would have 
tio] cither probably have been Jim Schroer or, perhaps, 

(til Andy Schindler or Ove Sorenson. 

(i 2 ! Q: And what was Mr. Sorenson’s position? 

(i3j A: Mr. Sorenson came to the company for a 
[mi fairly brief period of time as executive vice 
its] president of marketing, I believe was his title, 
tie] Q: How many people reported directly to you 
ti 7 ] when you were senior vice president, brands and 
li*l marketing operations? 

[U] A: It would have varied between what time 
pq you’re talking about. But. I mean, trying to think 
pt) through it, it would have been at least always as 
pz] many as six and probably never more than ten. 
pa] Q: To whom did Mr. Sorenson report? 
p 4 ] A: When he was here, he reported to Andy 
pq Schindler. 
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(ij Q: Have you ever served on Reynolds’ Executive 
Pl Committee? 

PI A: Yes. 

Hi Q: Do you presently serve on that committee? 

Pi A: I presently serve on the Operating 
(G) Committee. 

tn G: When did you begin service on the Executive 
(8] Committee? 

Pl A: I don’t recall exactly. It’s been at least 
|(ioi a couple of years, if not longer, 
in) Q: What position with the company did you have 
|ii 2 i when you commenced your service on the Executive 
(i3i Committee? 

| (i4) A: I would think that I was senior vice 
[is] president. 

(is] Q: Do you recall how long after you became w 

(in senior vice president when you commenced your n> 

[i*i service on the Executive Committee? <x> 

[is] A: It may have been as soon as I was or later. 

pm I just don’t recall. » 

pij Q: The Executive Committee still exists, does 

( 22 i it not? 

(23) A: That’s correct. 

p«i Q: When did you cease service on the Executive 
.pq Committee? _ 
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t>] A: When I began, to report to the executive vice 
pi president of marketing and not the president of the 
Pl company, which would have been probably mid January 
[«i or so of this year, fust pan of this year. 

{$] Q: When you began your position as senior vice 
m president for brand marketing, did you have any 
pj responsibility over the Camel brand? 


PI Q: Do you have any responsibility over the 
(icq CamefiSrand today? 

ti i( Afbto. Other than implementation of their 

[iat evePp$iraming that wc do for sports marketing. 

(is] But*£hat is ^purely an executional capacity that my 

[is] dj&aaafrl Camel line chain ot®*Sa%and through 
[is] the:Com|Kany through the prenflent/CEO does not 
lit] mWf$Fyo|^n any manner ex|ep^vi§i respect to the 
lit] sporuma^eting? 

[io] A-ifeSnJ am not - the Camel bran^ does not 
no] rep^rt^ibtly through me in Jp§|§tpacity today, 
pij That's correct. 
ran Q: What is the function of 


eraunast5S»nmittert:isn««ons to meet 


each other 
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in brand? 

Pi A: Sometimes it's relative to how the brand's 
pi performing. Sometimes it's to have someone review 
t<] new advertising or - would be examples of when you 
pi might discuss the Camel brand. No differently than 
pi you would the Dotal brand or the Winston brand 
pi or... 

m Q: And who leads the discussion when there’s 
pi discussion of the Camel brand? 

[10] A: Generally, I would -1 would say that the 

[11] person that leads the discussion on the Camel brand 

[1 2 ] is no different than any other brand, If it is the 

ns] person who has accountability for that brand in that 
[it] discmsion.lt could be the vice president of the 
[is] Camel brand that has been brought in to participate 
tie) in the discussion for that agenda item. Or it could 
[in be their boss that sits on the Operating Committee 
[id that's leading that discussion. I think it just 
[m depends. 

pot Q: Okay. Who sits on the Operating Committee 
pi] that has responsibility for the Camel brand? 
p 2 ] A: That would be Lynn Beasley, 
psj Q: Does Ms. Beasley also sit on the Executive 
[24] Committee? 

PS] A; That’s correct. 


li] on sp| 
Pi busine: 
p] on in | 
P) specif 
PI as-neet 
W Q: J 
Pi Operag 

K someth 
[ioi Q: E 
[ii] discus; 
[i 2 | brand? 
(isj A: | 
[id Q: h 
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^aspects of Operati^pg§gp|nittee members’ 
i terms of what is the ke^J iings going 
^departments or zTCj0fflixp discuss 
gporate issues or sinmionsOn an 
oasis. f j 

& did you cotnmenc^Si^iervicc on the 
Committee? l 

jve that that was thenfn-^ 
pie first of this ycar||§sil^ 
je members of the Operating Committee 
hi other committee members the Camel 


(isj A: $f 0 w%vouJd you mean "discuss"? 

[i4] Q: pHteye an agenda for Operating Committee 
[id mcetihgsSigiil 

[it] A: Sometimes there are and sometimes there 
[i7] aren’t. 

pi] Q: When there are agendas, do you recall ever 
[i«l having as an agenda item anything concerning the 
pa] Came! brand? 

pij A: Sure.There have been times that we have 
P 2 ] discussed the Camel brand in the Operating 

[23] Committee. 

[24] Q: And what types of issues have been discussed 
ps; in the Operating Committee with respect to the Camel 
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[i] Q: And you said that sometimes the vice 

pi president that has responsibility for the Camel 
pj brand might also be invited to the meeting. Who 
pi would that be? 

Pi A: In Camel’s instance, that would be Fran 
m Creighton. 

Pl Q: And she is not a member of the Operating 
p] Committee; is that correct? 
pi A: That’s correct. 

tun Q: And she’s also not a member of the Executive 

[ii] Committee? 

[i 2 ] A: That’s correct. 

( 13 ! MR. WILLIAMS: You’re asking presently. 

[i4i right? 

MR. FRANKEL: Presently. I am. 

BY MR. FRANKEL: 

[17] Q: Who do you report to today? 

[ti] A: I report to Lynn Beasley. 

Q: And since when have you reported to Lynn 
po) Beasley? 

A: End of last year, first of this year. 

Q: I'm going to attempt to summarize some of 
p3) the dates where 1 think you've testified today that 
(24) you Ye had responsibility with the Camel brand. And 
p*i so if -1 don’t know if it would be easier for 
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IH you - you don't have to do this, but if it will 
Pl help you, I’ll give you a piece of paper - and I 
pi don’t have an extra pen - oh. you have a pen. 

(4j Okay, Would it be an accurate statement of 
(Sj your employment with Reynolds to say you have been 
Pi responsible for or involved with the Camel brand in 
Pl one way or another from May '85 to 12/8 6 and from 
[s] Af^il or^ay ’88 to July 1990 - let me start with 
Pl thjpse datjs. Would that be an accurate statement? 

(toi i&£tl$fLL!AMS: What was the last one, 12/88 
t tn of89? 
t'2) 



NKEL: I’ll read - 
LIAMS: No, just- 


then let me ask 


jte down July ’90? s 
INKEL: Right. 
;JAMS: Yeah.Ithi 
rNESS: Yeah. I me; 
\c best of my re colic 
le that I was the 
pi] manager on Camel. And 4/88 
{ 22 ] ballpack : through the end of 
p3| best ^ify ^collection, the 
p*l bran^Stnager or gmfc bra 
psi bi 







right. 

ugh 
itting right 
brand 

mewhere in that 
, is, to the 
I was either 
er on the Camel 
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BY MR.|p^iL: 
i. Now, looking fromltJi'ejpr riod from 
iber 1995 to prese«||ieginning with your 
^senior vice presidenb bra nd marketing - 
LI think it's senior vice pr&pident of 
marketing operatiirinfei^finuiing with 
in, what periods ha^e.yp^ad any 
it with the Camel I 
ling to ask you to i 
[id "involy|Ment." 

[i i] Q: iweli j l think you mentioned sports marketing 

[tai enterprises. 

[13] 

ju] year, 

M feEftAttK EL: Well, I'm not sure about that. 

BY MR, FRANKEL: 

Q: Is that only this year? I know now you’re 
( 1*1 president of sports marketing enterprises, but I 
pa] think you had responsibility for it before that; is 
poj that right? 

pi) MR. WILLIAMS: 97,’98. 

( 22 ) THE WITNESS: 1 had oversight accountability 
pi] for sports marketing enterprises in ‘97. yes.And 
PM] sports marketing enterprises executed programs that 
psi were developed by the brand in the capacity that we 


5: Yeah, but that’s just this 


[IS] 

|i#) 

I'd 
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[t] discussed, yes. But my involvement directly with 
Pi the Camel brand is limited to the two periods you 
Pi previously referenced, 5/85 through 12/86 and 4/88 
PI through 7/90. 

1S1 BY MR. FRANKEL: 

(61 Q: Well, I'm not trying to argue with you. I’m 
pi really not. But the sports marketing, there is some 
pi direct involvement with Camel, is there nor? 

HD MR. WILLIAMS: He’s testified he just 

|(ioi executes what he’s told to execute. 

(t i] THE WITNESS: I mean, this was an 

|I 2 ] executions! capacity that I had oversight of that 
[is] department for.But at that time, we had a 
[i 4 | president running that company, and my involvement 
[is] in that company at that time was very limited until 
(is) he was killed in a boating accident in January. And 
|[i 7 ) we had to restructure our marketing department to 
(tai facilitate that. 

BY MR. FRANKEL: 

[ 20 ] Q: And the business strategy and planning, that 
pi) encompasses Camel as well, does it not? 

P 2 ] A: It encompasses Camel on a roll-up basis, but 
P 3 ] the majority role, if you will, of that department 
|p*) was to report performance, both consumer and sales 
ips] data, that would have been specific to Camel and 
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pl every other brand we have, both ours and 
pi competitors. 

pj And from the strategic standpoint, then 
w that involvement would have been more on a roll-up 
[ 5 ] basis relative to what the corporate objectives were 
pi and then what individual brands’ plans were, 

(?) I would not have been involved in what 
pj Camel’s brand plans were in that regard.That would 
P) have been done by those that were accountable for 
no the Camel brand and through the course of who they 
(it) reported to. 

(i 2 ) Q: You used the phrase "roll-up basis.” What 
[pj docs that mean? 

Ii 4 j A: That just means taking the individual brand 
ii 5 ] plans and other department stuff and pulling them 
1 1 io) together into a cohesive corporate plan, 
it?) Q: Do you know who Claude Teague is? 

[i»] A: I know the name. Do not know the 
[iq individual. 

po] 0: Have you ever met him? - 
pi) A: No, I haven’t. 

pal Q: What about Diane Burrows, do you know Diane 

pal Burrows? 

p4) A: Yes, I do. 

psi Q: Well, who is she? _ 
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in and^ 
ra Ini 
PJ Q: ^ 
HI she gav 

tsi A: t| 

» Q: 1 

pi A: Iy 

W Q: 15 


pi) prese; 
[<*1 A: ‘ 
[tsi Q:' 

iuj A: i 
['*) Q: 


«, even at times th<y 
- so. I mean, yes, wen 
pu ever attend any n 


■ted. 

ations that 


I possible, yes. 
pn’t recall any? 

I recall any specific^ presentations. 


pu recall any genen 

J? 

Du recall the subjec 
she’s given? 

F've been at? 
You’ve been at. 


ations? 


[isi Q: Dayoii^recall the subjects of any 

[i«l presentations that she’s given that you have not 

ii7) been at? 

[«j MR. WILLIAMS: Excuse me? 

[is! He wants to know what was discussed at 
poi presentations you didn't attend, 
tail MR. FRANKEL: I didn't ask what was 
122 ] discussed. 

pm MR. WILLIAMS: The topic. 

E 2 *] Lack of foundation. 

ps) THE WITNESS: Not in the course of business, 
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|i) no. 

(21 BY MR. FRANKEL: 

pi Q: Not in the course of business. I’m not sure 
(4) 1 understand what you mean, 
is] A: Well, there are things that have been shown 
iq to me in other depositions done by Diane - you 
P) know, written or supposedly presented by Diane 
t»] Burrows, or what have you, that I was not present 
[»l for or what have you. So 1 can't say that I've not 

(is] been shown anything or what have you. But 
<iij specifically with her. no. 

(in MR. WILLIAMS: I think what he’s trying to 

(isi say is the only thing he knows about Diane Burrows’ 

(<4) presentations are what he's been shown by lawyers or 

[it] prepared for in other depositions and - so he’s not 
(«] going to have any persona! knowledge of that, of her 
to] presentations. 

(it) BY MR. FRANKEL: 

(is) Q: 2s that correct? 

[ 20 ] A: As best as I can recall, that is - that 
pu would be correct. 

[ 22 ] Q: But you're not sure whether you've ever 

[23] attended a presentation that she gave? 

124] MR. WILLIAMS: He doesn't recall. 

ps] THE WITNESS: I don’t recall.That’s- 
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(i) BY MR. FRANKEL: 

pi Q: Has Diane Burrows ever worked for or 

pi consulted with people involved with the Camel brand? 

(4) MR. WILLIAMS: Camel brand specifically? 1 
|ej think he says yes. 

tsi MR, FRANKEL: Please, let’s let the witness 

pi provide the answers - 

[t] MR. WILLIAMS: No, no. I'm going to clarify 
pi when you say "the Camel brand." She's worked for 
[io] Reynolds.All right? 

(it) Now, do you know if she's ever worked on the 

(i 2 ) Camel brand, presentations on the Camel brand? 

[is] THE WITNESS: Well, I don't know whether 

114) she's worked specifically on the Camel brand or not. 
ps) She did not, to my recollection, work specifically 
|i«] on the Camel brand in any of the period of time that 

(it) I was on or responsible for the Camel brand. 

m MR. FRANKEL: Mr.Williams, 1 would very 

pa] much appreciate it if you would let the witness 
poi respond to the questions. 

pi) MR. WILLIAMS: I am letting the witness 

iz 5 respond. And my problem here, Mr. Frankel, is 

pan you're going over stuff that is not controverted. 

pi] We know what Diane Burrows did. She was deposed for 

ps] a whole week last week. 
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(i) I don't understand what you're trying to get 
PI to here.This guy is trying to help you. 
pi MR. FRANKEL: Let’s assume hypothetically, 
w Mr. Williams, that this deponent were to testify 
(5) that he was at a Diane Burrows presentation and that 
[«) during the presentation she made certain 
p> recommendations about the Camel brand or about 
(4! certain targets that the Camel brand should go 
er, or Jny brand should go after, and that this 
(ioi fraiiiiar witness might have been working on the 
(i«] Snd at the time, say Camel, and was influenced by 

ntation and decided to follow through with 
that would be relevant to this case. 

LIAMS: I'm not saving it's not - 
I don't see that it ^y^i^nt to 
It is relevant - hokfon. It is 
levant to whatever you're trying to 

lopjwhich I’m still wai taflt&a^ d out. 
ver,he's already saidhc cUjcsn't recall 
( 2 d a|Hiiill|j a Diane Burrows pjrel^isfition. So it may 
pi) be very interesting from a tI|fll§SliJ or, as you 
( 22 j say, hypothetical basis, but i( 
pi) not jptct.^nd you're requiri 
( 2 <l not spi&ulauon, h$P$£ietica 
e said 1 



(2S) 



ry. It's 

phpve facts and 
essing. 
sn’t ptU a Diane 



7) 
w 

PI 
( 10 ) 

t'2) 

[HI 
(i*i ever 



c no idea, 
it about Mark Bolgt: 
t know. 

Mark LaBrecque? 

't know. 

about Rick Sanders? 

’t know. 

ny of those people I just mentioned 
with you work presented by Diane 


(151 Bl 

[tel A: That's possible. 

(i7] Q: Which of those people are the most possible 
(it] discussants with you? 

(i«) MR. WILLIAMS: Most possible discussants of 
po] Diane Burrows. 

I 2 i] MR. FRANKEL: Not of Diane Burrows.That 

(221 wasn't what 1 said. 

pi) MR. WILLIAMS: Of Diane Burrows' 

(24) presentations. 

I 2 sj THE WITNESS: It’s possible that any of them 
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in could have discussed stuff with her or with me that 
pi had come through her involvement in the marketing 
pi research department. It’s possible. 

(,j BY MR. FRANKEL: 

PI Q: And do you know what her research concerned, 

(6i her research with the marketing research department? 
pi MR. WILLIAMS: Does he know through personal 
pi knowledge or what he's been told by lawyers? 
pi MR. FRANKEL: Well, either way. 

[id MR. WILLIAMS: No. If it's the latter, 

in] we’ll instruct him not to answer. So why don’t you 

(U) ask the first question Erst. 

(id MR. FRANKEL: Arc you instructing him to 
(ui know whether he knows - are you instructing him not 
(tsi to answer whether he knows- 
(id MR. WILLIAMS: No. no. 

(t7i Read it back. I’m just trying to find out 
iib] if you're asking from his personal knowledge - 
ltd please stop laughing at the witness. 

( 2 d MR. FRANKEL: That is a false statement, 
pi] Not only am I not laughing, but I’m not laughing at 
( 22 ] the witness. I don’t even have a smile on my face, 
psi sir. 

P4j MR. WILLIAMS'. If- 

ps) MR. FRAN KEL: Do you want to correct the 
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resentation. Do yc|p$$i$i|snother question? 

■ou know whetheti^ ^metj MacFarlane ever 
.any presentations presented by Diane 
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(il record, sir? 

pi MR. WILLIAMS: No. I saw it. 
pi Now. the question - 

(4j MR. FRANKEL: Well, I have not smiled and I 
tsi have not laughed.You arc smiling right now but I 
id am not.And now you’re laughing, sir. 

(7i MR. WILLIAMS: Would you read it back. 

Pi please. 

pi (Previous question read by reporter.) 

[id MR. WILLIAMS: All right. And then - 
ii i| MR. FRANKEL: That was the last question. 

(i 2 ) MR. WILLIAMS: And my request for 
(isj clarification was, from personal knowledge or what 
Ii4i he's been told by lawyers. And if it’s what he's 
[is] been told by lawyers, yes, I will instruct him not 

(is) to answer 

(it] MR. FRANKEL: Well, you’re a question ahead 
tit] of us, Mr.Williams. 

(19, BY MR, FRANKEL: 

pq Q: Do you understand the question, sir? 
pu MR. WILLIAMS: It is compound. 

( 22 , THE WITNESS: How about reading it one more 
pjj time, please. Sorry. 

p4) (Previous question read by reporter.) 
psi THE WITNESS; Well, Diane Burrows was 
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[i] involved in a lot of different sniff, as I recall 
pi it, during the time that I was in marketing and she 
(3) was. 

M BY MR. FRANKEL: 

[si Q: And what was that different stuff that she 
i«] was involved in? 

P) A: Well, I don’t recall all of it specifically 
p! or exactly or whatever, 1 mean, I just know that at 
[»] some J>oint slae was involved in new business 

[10] develiSt^mn^opportunities within market research, as 

[11] I rem<troBer it. She was also involved in helping in 
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[i2] non-nipj^p 

[is] manugeturi 
[i»] certa4|g||| 

(isj and 

(it] prrioArharj 
(is] terms" of my 

[20] with 


k functions, for example, the 

Eg folks from a forecasting standpoint at 

^ if my memory serves me correctly. 


i, there were differ! 
^things that she woi 

S call her being hej 
areness. 



]tsi Q: gferajM cnow whether 

[ 20 ] with lesafectAo the subject of FUfl& AS?; 1 

| 2 i] A: YesTshddid. 

(221 Q: And do you know that ftom youP 

pa) Reynold§||^.v. pilpiil 

[24] A: ® lyJLg 

[25] Q: Wh*en1|id you fhplfearn ofWatr ' 


cities 
during the 
emember in 

's did any work 


[i] BY MR. FRANKEL: 

ra Q: Your answer, sir? 

[3] A: Well, like I said, it’s possible that I did, 
w but I don't recall that I did. But it would have - 
pi MR. WILLIAMS: Let’s not guess, 
pj THE WITNESS: I don’t know, then. 
m BY MR. FRANKEL: 

t»] Q: When is the last time you spoke with Diane 
Pi Burrows? 

[io] A: On anything? 

HU Q: Yes. 

[i 2 ] A: I’m not real sure of the exact timing, but 
[isj probably two years ago. 

[i4] Q: Was she working for Reynolds at that time, 
[is] or was she a consultant, or was she not involved 
[i«] with Reynolds? 

[17] A: No, I believe she was doing some consulting 
[is] work for Reynolds and was in the building at the 
|i»i time. 

[ 20 ] Q: You never see her socially? 

[ 2 il A: No, I don’t. 

[ 22 ] Q: When is the first time you ever met Lynn 
[23! Beasley? 

[a®] A: The day I became - came into marketing as 
[25] assistant brand manager, which would have been 




HSllpi 


mmmmmsmm 


•jj if® W »!■?«{♦] ( 

.x-y.yy^*, _ — ■ , i ■ . ....... ^ _ 

♦i*]!!# t«fl fi »i M»#•! Men s v i; cS: 


Pi thinkfarafff%as in the course o 

(io) relative t* -ifrat theory and in its „_ 

[i i] the posi^ranijng of the Camel brand. 

(i 2 ) Q: W®Wiom did you have that discussion? 

H3] A: I der^yemember exactly. It could have 
(i4) been tht m^fketing research people that, you know, 
[is] worked f>n'tle.j Camel brand. It may have been with 
[ 1 #] some olnmlFffiarketing assistants. 1 just don't 
(i7) recall. 

[is] Q: Did you have - ever have a discussion 
(i»! concerning FUBYAS with Diane Burrows? 

[ 20 ] A: It's possible, though I don’t recall it. 

pi] Q: Would that discussion have been while you 

[ 22 ] were working on the Camel brand? 

[23] MR. WILLIAMS: What discussion? He says he 

[24] doesn’t recall any discussion. It’s lack of 

[25] foundation. 


?i-PrX 


I *) rj. !i* 1 


i*' n\4*2r'f !L*I 


if.Tir-T 
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(U did what, I just don’t recall back to 1985 on that, 
pi Q: Is it fair to say that your offices were 
pi near each other? 


HI 

IS) 

M 

m 

m 

m 

( 10 ) 


A: Yes. 

Q; And that you interacted quite frequently? 

A: Yeah. 

Q: Several times a day? 

^A: Itwould depend if somebody was traveling or 
i)t. I mean, we didn't always travel together.We 

on different projects and were executions! 



(it! i^pfuture.That's what we did as assistants. 

en the three of you were in town in the 
buld you meet each other frequently at your 


it would be fair 
! frequently in the 
ess, yes. 

inti denes a day? 
.UAMS: Asked an 
|TNESS: It varied, 
ig on - it could be 
>u could go without s 
BY Mi 

QrE|£n when t|y| jwerc 
Affurg. It was Ijk apossi 




red. 

I vary, 

ay, and another 
person at all. 

EL: 

j in their office? 

I could be 




Surrows ever met 
i Lynn Beasley was 
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ther stuff, 
e Burrows ever gave 
s at which Lynn 


all day or dealin 
ou know whether 
don concerning 
ended? 

e no idea. % 

t about Ned Learyi 
e no idea, 
ou know whether 
ey during the pe 
t brand manager fdr 
don't. 

you meet Diane Burrows when you were an 
nd manager for Camel? 

't -1 don’t recall. 

ut during the period when you were a 
er for Camel, did you meet Diane Burrows? 
(it! A: Well, I knew who she was. I perhaps 
(i*l interacted with her relative to, you know, the 
(is] course of business. But I don’t remember 
poi specifically or whether I met with her. 
pi] Q: Did you ever attend meetings where she was 
pa] also an attendee when you were brand manager for 
(23] Camel? 

A: That's possible. I don't recall. 

Q: You don't recall any meetings? 


(is! assisi 


!'«! 

('5! 


(is) bran 



P*1 

psi 
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l>l A: It's a long time ago - you're asking me to 
p?l remember whether I was in a room with somebody else 
pi or not that I didn’t frequently meet with, if I met 
(4j with them at all. 

[sj Q: And what about when you were senior brand 
is] manager, did you ever meet with Diane Burrows? 

P] A: It would be the same answer. I mean, I just 
Pi did not interact frequently with Diane Burrows. But 
Pi I can’t tell you that I didn't interact with her at 
[ioi all. I don't recall. 

ini Q: When you were brand manager for Camel, what 
[121 was Lynn Beasley's position? 
list A: 1 believe Lynn had moved over into the new 
jt4] brands group, if l‘m not mistaken. Don't remember 
ftsj for sure. 

lit] Q: And new brands had no responsibility for 
(in Camel, to your knowledge? 

(i«j A: Yeah, not while I was on it. 

]i9] Q: Not while you were on - 
poi A: The Camel brand, 
pi] Q: - the Camel brand. 

pi) When you were senior brand manager for the 
psj Camel brand, what was Lynn Beasley’s role at 
[24] Reynolds? 

psi A: I don't recall. She might have been doing 
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[ij the same thing she was when I was brand manager on 
Pi Camel. 

pi Q: Meaning new brands? 

HI A: New brands. I just don't recall, 
pi Q: Would the same answers apply when you were 
It] senior marketing manager, as to what Lynn Beasley 
(?] was doing? 

[tj A: Yes. 

Pi Q: Now, when you left the Camel brand in July 
poi of '90 and then went in August of '90 to become the 
[ii| director of the savings business unit, do you know 
(it) what Lynn Beasley was doing at that time? 

[i 3 ] A: I just - I’m just drawing a blank.I can't 
lit; remember - don't recall in 1990. 

(isi Q: Was there ever a time when Lynn Beasley came 
(it) back to the Camel brand? 

(i7j A: In what capacity? 

(itj Q: In any capacity. 

[it] MB. WILLIAMS: After 1990? 
psi MR- FRANKEL; No. After she was an ^ 

pil assistant brand manager. ™ 

TO THE WITNESS: After she was an assistant © 

P3j brand manager? 

P 4 ) MR. FRANKEL: Yes. 
psj 


U1 

N) 


00 

VO 


THE WITNESS: Yes, there was a period of 
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HI queut Lynn Beasley’s jgb„(|||£ripuons, can 
[21 we takel^feg&k for lunch? 

Pi gj\ BY MR. FR^p^ 1 . 

K) Q: Mr jw^icll. at any time duftfijHfril 
[sj deposiu lmidh ay. have I laughedhlf^W*? 

(«1 A: N ot that I've paid attentiOEyttyra^ 
m MR. F RANk EL: We can take ourTunch break 
in now. I'd like ;o keep it to 45 mir|^pil| 
t»\ He may not haKciiccn it. 

(to] Mr. FranlrepTdid. ■ 

[i<l MR. F jrarot EL: I’d like to try to keep it to 

(i 2 ] 4 5 minujp|*!f we could, so we can get a good start. 

(i31 MR.V ^yA MS; We can go off. 

(i«) MR. F&(||KEL: Let's go off the record. 

[is] (Rec||Bg|2fegn from 12:46 p.m. to 1:36 p.m.) 

(iei MR. FRANKH.: We’re back on the record after 
(i7) a lunch break. 

[is) BY MR. FRANKEL: 

[i«l Q; Mr. Pennell, when you worked on the Camel 
poj brand, did you ever work with David Iauco? 
pi) A: Not that I recall. Certainly not directly. 

Q: Do you know whether Mr. Iauco had any line 
P3] responsibility for the Camel brand when you woiked 
I2«i on the Camel brand? 

ps] A: Not that I recall. I just don’t remember. 
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[il Q: When you woiked on the Camel brand, did you 
[3 work at all with Fran Creighton? 

PI A: She was in marketing research at the time. I 
Hi believe, but I can't recall whether she worked on 
[si the Camel business or not. 

[»] Q: And do you know a Larry Hall? 

[7] A: I know who he is, yes. 

[»l Q: Did you ever work with Mr. Hall? 

[»j A: I believe Larry HaU left the company - 
tio) retired from the company not long after 1 came to 
[ii] work with it - or came to work in marketing. Not 
[i3 with the company, but came in the marketing 

[i3] department. 

tug Q; Did you have any interaction with Mr. Hall? 

(i5j A: If it was, it was extremely limited. 

[i»] Q: Do you recall any interaction with him? 

(i7) A: No. 

[is] Q: By what age have most smokers first 
lie] experimented with cigarette smoking? 

[20] A: Could you ask that again, 
pi] Q: By what age have most smokers first 
p2] experimented with cigarette smoking? 
pa] A: I don’t know the answer to that. 

[24] Q: Have you ever seen government or other 
ps] studies or reports discussing the subject? 
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li) A: I may have read that in newspaper or 
Pi articles, ct cetera, but in terms of any internal 
pi company discussions, no, I have not. 

Hi Our acknowledged universe of smokers is 
[s] 18-plus, up until 1992, and then became 21-plus. 

[*] And that's who, as a matter of policy and practice, 
p] we marketed our products to, and our efforts were 
HI totally against that age group. 

(s) Q: So, to the best of your knowledge, you’ve 
[io] never seen any government studies discussing when 
[in people initiate cigarette smoking? 

A: I have not from a company standpoint. like 
|i3] I said. I may have read things in the newspaper or 

[i4] what have you that might have referred to that. I 
[is] may have been shown stuff, perhaps, in the course of 
[i6] depositions relative to that. 

[13 Q: And other than newspapers and deposition 
[is) preparation or during depositions, youVe never seen 
[mi reference to such government studies? 
po] A: That's correct. 

pi] Q: A couple of times during this deposition 
[23 we’ve both used the phrase "FUBYAS," first usual 
ps) brand younger adult smokers.what does the concept 

P4j “first usual brand" mean to you? 

P3 MR. WILLIAMS: You mean slicing it in half, 
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Hi "first usual brand" without "younger adult smoker"? 
pi MR. FRANKEL: Right, I'm only talking about 
PI the first three words now, "first usual brand.” 

(<| THE WITNESS: As part of the first usual 
(si brand younger adult smoke theory? 

(ei MR. FRANKEL: No, I’m just asking the 
Pl discrete phrase "first usual brand.” I’m not asking 
[S] about younger adult smokers at this point. 

Pi ^MR. WjfLLIAMS: Then I objcct.There's no 
no) foraHraon. because there is no meaning to the one 
fthoutjhe other. 

BY MR. FRANKEL: 
at your understanding? 

; usual brand younj 
|at I am fa milia r wi 
ag of itself I am no 
|e course of your f/i 
|ve you ever seen 
igl brand" that do noj 
srds say "younger adult 
pt) A: To the best of my rec< 
pn ser i'Tonr w ithout the Other 
paj witftlmt ydbnger adult smol irt of it. 

p*l now t#i^g to t :r phrase 

ps] "pss&aifsal brandjfPSIger a »kers." a/k/a 






smoker is a 
ual brand 
with. 

the Camel 
s referring to 
the next 

kers”? 

I have never 

usual brand 


hen did you first 
, it would be hard 
far. But probably 


did you hear that 
n the More. Now, 
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t term? 
r sure, going 
was a brand 


you distinguishin&bctwejn brand manager 
nt brand managed 


hen you were 
brands as a brand 


possible. 

j^Can you think of a time before the period 
iu started working on More, Now, and Ritz 
ju beard the phrase "first usual brand 
dt smokers"? 

(161 A: No. 

(in Q: Did you hear the phrase while you worked as 
[in a brand manager on the Camel brand commencing from 
[in April or May of 1988? 

( 20 ] A: Yes. 

pij Q: And what was the context that you heard of 
p 2 ] that phrase? 

paj A: I would think it would have been in the 

p«j course of general business discussions relative to 

psi that being a theory regarding how to market products 
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[t] against adult smokers. 

PI Q: And who proposed the theory? 

Pl A: I’m sorry? 

Pi Q: Who proposed the theory? 

[$) A: To me? 

tej Q; The first time you heard it was in the 
PI context of some, I think you said, meetings, 
in A: General business discussions, in whatever 
PI capacity, meetings or otherwise. 

[to] Q: So, in that context, how did you come to 

[tij hear or read that phrase? 

pa] A: I -1 don’t recall exactly how I came to 

[in hear it. I do know that it was discussed as a 

[wj theory and a potential way to market products among 

[isi adult smokers. But specifically who it was or where 

[iq it was and -1 just don’t recall. 

[i 7 ] Q: What does the theory purport? What is the 
[ib] theory? 

[tsi A: The theory is, as I understood it and 
poj understand it, follows the process or the theory 
pil lines that 18 to 24 year old smokers, younger adult 
(221 smokers, who have made the decision to smoke are 
psj less likely to have made a firm decision on what is 
pi] going to - which brand is their usual brand, their 
psi claimed brand, than are adult smokers 25 to 34 
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(i| versus adult smokers 35-plus. 

Pl 0: Is that - is that your full understanding 
pi of the theory? 

[ 4 ] A: I mean, that would be the essence of the 
ts] theory, as I understand it, yes. 

(6| Q; Do you know of any proponents of that theory 

[ 7 ] at Reynolds when you first heard about the theory? 
ps A: I think that while there had been a dear 
Pl understanding and approach to market our products - 
jio] or some of our products against adult smokers 18 to 
jlii] 24 or 18 to 34 , that this theory, as - there again, 

[i 21 as I understood It, brought, perhaps, to light this 
[Hi whole concept of 18 to 24 year olds not having 
Ii 4 ] been - yet made as firm or a firm decision in which 
its) brand was going to be theirs, they were more likely 
[pel to switch to another brand at that point and stage m 

[i 7 ] of having decided to smoke, was perhaps newer 
[ib] Information or a different perspective than perhaps 
[i»l the way it had been looked at. 
po] I know that there were certainly internal 
pi) discussions relative to why was it that our major 
paj competitor, with one brand, had almost 70 percent of 
PH 18 to 24 year old adult smokers, and our share was 
[ 24 ] suffering proportionate to our market share among 
ps] that age group. 
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(ij Q: What is your view about the validity of the 
pi FUBYAS theory? 

pi A: My feeling is that there is some-so me 
[«l validity to that theory. It’s hard to, in my 
[5] opinion, fully argue against it, even if you chose 
t#j to, for the fact that, as I mentioned earlier, one 
m competitive brand had seemed to consistently 
Pi dominate 18 to 24 year old adult smokers with a 
PI brand. 

(ioi 1 think that it was certainly not one that 
in] I would say applied to every brand or applied in the 
[it) same regards in terms of emphasis to - to any brand 
pal that considered that as part of it.You know, I 
(iq have had brands that I didn’t think it had any 
t*s] application of significance at all. But if - it 
pq does have application, in my mind, that the longer a 
[i7] person has smoked as an adult smoker, that the more 
pq loyal they come - become to their - the product 
[iq that they have chosen and claim that brand, that 
mi perhaps it might be easier to get that adult smoker 
pij to choose your product versus another than it would 
( 22 | be once they have become, you know, accustomed to 
Mi and more loyal to a product that they have smoked 
pq for a longer period of time as an adult smoker, 
psi Q: Are you familiar with a theory concerning 
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pi switchers? 

Pl A: Switching as a strategy, yes. 
pi Q: And what is that theory? 

Pi A: That theory- 

l$l MR. WILLIAMS: I'm sorry. He said it was a 
iq strategy, not a theory, 
m BY MR. FRANKEL: 

iq Q: What is that strategy? 

PI A: Switching as a strategy, to me, is the way I 
fioj personally define any strategy you have of getting a 
n ij competitive adult smoker to choose your product, 
liq And let me explain. 

(is) I'll back up and state that what I firmly 

[iq believe is that if the universe is adult smokers, at 

(iq that time, up until 1992, of 18-plus, and since 1992 

[iq of 21-plus - if that’s your defined universe of 

(in adult smokers, that there are two ways to grow your 

[iq business in terms of market share. One is to 

[iq maintain your existing franchise, to keep them from 

pm switching to or moving to a competitive brand.And 

ptj the second Is to get a competitive adult smoker to 

p7i move over to your brand. And by roe saying move over 

Ml to your brand, 1 mean switch to your brand. 

pq And so, as I characterize it - this is my 

pq own personal viewpoint on it - as I characterize 
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[i] position. And 1 think that’s inappropriate to ask 
pi from this witness. 

pi THE WITNESS: I’ve never been involved in 
(4) any discussion about what the company’s position on 
[$l whether it’s a part of the switching or not. I 
Hi] think that personally it's a moot point. I just 
pi happen to have the viewpoint that it is - that 
pi switching is - encompasses any move of a 
p] competitive smoke - adult smoker over to your 
[toi proi^^LXfolre are others within the company that 
in) I’m sufewho disagree with that, you know, if you've 
[i21 got ^mr^y|j|wpoint or what have you. 

tally unaware of us having sat 
[i4] dowser anybody sat down, as a company and 
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[<0] procfegCT] 
jo) I’m suprw 
[ 12 ] got lug 

**. tbf™ 

[i4] downugr a 
[is] devciopW 
[i«] switfmip 

[tsi qISvc 
[ is) Reyo^sj 

poi FUBtyJl 
pi) Aisfaon 


|t viewpoint on whetn 
| not. i|| 

^ BY MR, Flp 

ever seen a strafe; 
|bacco Company wp! 
| switching? 


: or isn’t 


in of RJ. 

bnguishesbc tween 


pi) ArnTdorTiirecall whether I h 
p 2 l Q: Would you agree that if a 
p3) distingbuygibc tween FUBYAS a 

B4i wou,d &® cmeo ^ or P° 



ven’t. 
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ing,that that 
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Mj MR. FHANKEL: (Nods head.) 
pi THE WITNESS; I think, as a general rule - 
P! there again, it is generally that it depends on the 
p] nature of the policy that has been established or 
pi what have you. 

pi But generally speaking - well, my 

(?) recollection would be that our policy is It would be 
pi done quickly and in writing. 
m BY MR. FRANKEL: 

[ioi Q: And what does the writing look like? How is 
pi] it disseminated? Is it a memorandum? Is It a 
M 2 ) strategic plan? What is it - what is it that comes 
[i3i out that relays this is information to the managers? 
lug A: I think it would depend on the issue at 

(is) hand. I mean, I can't give you an answer to that 
[■«) and it encompass every policy decision or 

[it] communication that is put down by the company, 
net Q: Do Reynolds strategic plans relay corporate 
[is) policy? 

poj MR. WILLIAMS: I’m going to objcct.This is 

pi) speculative and argumentative. 

p 2 ] THE WITNESS: 1 don’t know that they - 

pa) whether they - they could or - but they don’t have 

P4j to. I mean, the folks that are involved in dealing 

psj with, you know, company strategies are - should 


[i] be - and are well versed on what company policy is 
pj The folks that are involved in putting that together 

[3] should be the ones reinforcing and leading what 

[ 4 ] company policy is. And I think that's the way that 

[ 5 ] works. Whether it’s specifically listed there or 
M not, I can’t say. 

m BY MR. FRANKEL: 

pi Q: Are cigarettes, as a consumer good category, 
pj a product which has a high degree of brand loyalty? 
[ioi MR. WILLIAMS : As opposed to what? You're 

[ii] asking for a relative determination. You need a 
[i 2 j reference point. 

[i 3 i THE WITNESS: Can you read the question. 

[i4] please. 

[is) (Previous question read by reporter.) 

list THE WITNESS: Yeah. Cigarettes have a high 

Ii7) degree of brand loyalty not unlike other items such 

[isi as toothpaste and laundry detergent or what have 

lie] you. But loyalty is - for cigarettes is - is 

poj high. 

pi) BY MR. FRANKEL: 

pa] Q: Is brand loyalty among cigarette smokers 
P3) higher than it is among users of toothpaste? 
p4j A: I don't know and recall the specific numbers 
psi and comparisons. 
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[U Q: And laundry detergent, same answer? 
pi A: Yes. 

pi Q: Can you think of any consumer good that has 
|4) a higher degree of brand loyalty than cigarettes? 

(si A: No, not because I don't think that they may 
(si not - that they don’t exist, but I just can’t - 
(7] one doesn't come to mind, 
m *|J: Do,you know what percentage of cigarette 
pi smokers Switch brands each year? 

(id don't. 

(mi Approximately? 

MS 

(121 
t«l 

[i4j th^S&plloup of hard-core 1 
(is) v«^|jg||kcly to switch? 

: any brand has a| 

; from extremely 1 
il or occasional i 


i: Within a particular cigarette brand, is 

sd loyalists that arc 



nduci user profile 
1 to a range 
at product, 


> take Camel now 
pi| there a group of highly bran 
pn whCHue unlikely to switch? 
I») A|f$rei||is a group with 

p*l into^^ategon^^lyop! 
(jsj would, W no 




iplc. Is 
el smokers 


iid that falls 
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o you? 
know. 

IL: 

: the FUBYAS 


large is that grou^ 

5n't know, 
approximately 50 ] 

Jqn't know. 

; that number sot 
-LIAMS: He said he 
fNESS: I don't know. 

BY MRp 
anyone ever decide 
ar Camel cigarettes? 

LLIAMS: Decided to use it? 

UNKEL: Yes. 

TNESS: I really don't know how to 
jat question, other than to say that when 
being made to make progress against 18 
[ig| to 24 or 18 to 34 year old adult smokers prior - on 
(it] Camel - prior to me being aware of the FUBYAS 
P») strategy. 

(i»i So from my own personal standpoint, I can’t 
po] say that somebody said: Gees, we’re going to start 
pi) adopting that strategy and apply it on Camel. I’m 
p 2 ] not aware of that, if that was done, 
pa] One could have still had a prime prospect 
p4) identified of 18 to 24 or 18 to 34, irregardless of 
p$l the FUBYAS strategy. And, I mean, the FUBYAS 
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(t] strategy doesn’t necessarily bring that premise of 
(21 having an identified prime prospect of 18 to 24 or 
pi 18 to 34.That was ... 

(41 So from my own personal awareness or 
i$l involvement or what have you, I believe I can know 
m of points in times where prime prospects, 
in competitive prime prospects, among adult smokers 18 
pi to 24 or 18 to 34 had been identified before I was 
PI aware of the FUBYAS - can recall being aware of the 
pul FUBYAS strategy. 

(,,] BY MR. FRANKEL: 

(i 2 ) Q: When you began your work with the Camel 
(is) brand in May of 1985, was Lynn Beasley already an 
| [H] assistant brand manager with Camel? 

[is] A: Yes. 

[«q Q: Do you know how long she had been an 

(it) assistant brand manager prior to your arrival? 

[is] A: I have no idea. 

(i»l Q: Do kids smoke? 

po) MR. WILLIAMS: Would you define kids under 
|pi] 18? No, no, I'm asking you to define it. 

( 22 i THE WITNESS: Well, I mean, I would assume 

pal you were talking about non-adult smokers or 
P4) non-adults? 

p 5 ) MR. FRANKEL: The word is unclear, the word 
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(i] "kids"? You don't understand that word? 
pi THE WITNESS: I would like, in this 
pi environment, to have it specified for me. 
w BY MR. FRANKEL: 

pi Q: Well, let me ask you: What does it mean to 
(si you, kids? 

[ 7 ] A: I look at kids as being, to me, ray 
pi definition, thinking about it, is 16 or under, but 
Pi certainly under 18, 

(ioi Q: Well, using your definition as 16 or under 

(it) for kids - 

(i 2 l A: Fine. 

da) Q: Is that right? 

(u) A: That's fine. 

(is) Q: Well, I'm not trying to put the words In 

(is) your mouth. 1 want to know what your definition of 

(it] kids is. 

(it] A: Well, l mean - 
(isi MR. WILLIAMS: He said 16. 
t»] THE WITNESS: - whether we use 16 or under 
pi! or under 18. either is fine with me. 
pj] BY MR. FRANKEL: 

123 ) Q: Okay. Using 16 or under, do kids smoke? 
p 4 ] A: Unfortunately, yes, they do. 

PS 


Q: Do you have any idea what percentage of 
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(i) smokers start smoking by the time they're 16 years 
pi old? 

pj A: No. I don't, 

M Q: Have you ever conducted or moderated a focus 
isj group? 

rsj A: I have never moderated a focus group. I 
(?) have been to focus groups, but I have never 
Pi moderated one, no. Not that 1 can recall, 
w Q; Have ydu ever been in the room with the 
(io) focus gt 5 |!|p:?f>articipants or respondents - I'm not 

(ii) quite £*tre what the right word is. Maybe I'll step 

(is) back and ask:Tht people who are attending 

a foctk»group and being shown executions, what are 

bailed? ^ 

ents, adult smoker rcS|j^$dents. 
ever been in the §iom vfath the 

(it) respop^^^uing a focus gro 
ns] was being cdhducted? 

Q: you also observe 

pi] being outside the room but perl 

\zzi like a oneway mirror observing 

A: common appro; 

Q: But^u've donc : .bg&^? 

A) W&Ljhl instanc^where 1 



(19) 

po) 



s tins focus group 


^groups by 
ind something 
groups? 


(S3) 

P‘l 

PS) 



n in the 


ID room 
P) the 
PI couple 
(4) the back 
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rk and behind 
dents, a 
and sit in 


«vw/ny>, v . 



when the audio 
order to hear th' 
ad to move into 
to listen to them, 
rare occasion? 
rare occasion, 
ned how many 

>n recall, it happen^ssgpn^c once, 
ny times have a focus 

y, behind the one-way mirror? 
ly focus groups have I been to? 


iount. I wouldn't even care to 
umber, 
twenty? 

A: Ye£T~ 

[i7] Q: More than a hundred? 

[i«] MR. WILLIAMS: He doesn’t know. 

tie) THE WITNESS: I don’t know whether it's more 

po] than a hundred or not or even close to a hundred. 

pi) More than twenty, yes. 

pa) MR. WILLIAMS: Mr. Frankcl, it's 2:15. 

pa] MR. FRANKEL: Okay. We'll take a break so 

p4| counsel can participate in a telephone conference 

ps] with the court. 
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| [i] MR. WILLIAMS: No, it’s actually - do you 
pi really want the purpose of this on the record? 
pj MR. FRANKEL: I thought that's what the 
, [4] purpose was, but... 
ts] MR. WILLIAMS: Well, the purpose is - let's 

pj go off the record. 

m (Recess taken from 2:15 p.m. to 2:30 p.m.) 
pi MR. FRANKEL: We’re back on the record. 

P) BY MR. FRANKEL: 

(10) Q: How often did you review results of focus 

(11) groups? 

(i 2 l A: In my 19 years with the company or a 
(i3j specific point in time or - because it would vary. 

[i4] Q: First I want to ask you about your entire 
its] experience with the company - well, first -1 
[ib] assume you did not review focus group results when 
ii7] you were in sales; is that correct? 

[isi A: I didn't review any. I attended several. 

Ii#] not many. 

po] Q : Did you ever attend focus groups when you 
pi] were in sales concerning the Camel brand? 
ps] A: No. 

P3j Q: When you attended focus groups while you 

p4] were still in sales, why did you attend? 

psi A: I think one of them was when we were talking 

Page 123 

(i] to some independent retailers about merchandising 
pi programs in their stores, and I can't remember the 
Pl other one. But they were both related to sales-type 
[4] issues. 

t$) Q: Okay. 1 understand the distinction, then. 

PI Let me focus my question, then - pardon 
Pi the pun. It was not intended. But let me focus my 
PI question on focus groups that concern consumers of 
pi cigarettes, people who smoke. 

(io) A: Okay. But, there again, if you could define 

n i] for me. if you choose to, a specific period of time, 

(1 2 ) because it varies greatly between how much time I'm 
(is] involved at all in focus groups, today, for example, 

[i4] versus when I was brand manager versus when I was a 
(is) director or VP or- 

[isj Q: Well, for your entire career with Reynolds, 

(i7) can you give me a ballpark estimate, your best 

[isj estimate, as to how many focus groups you attended 

(i») where the respondents were smokers? 

po) MR. WILLIAMS: He's already said sometimes 

pij over twenty, but he doesn’t know if it’s over a 

( 22 ] hundred. Asked and answered, 

pa; THE WITNESS: With the exception of those 

P4] time in sales where those were retail customers, not 

psj consumers, I have never attended focus groups for 
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|(| this company that they weren't adult smokers. I 
ttt mean, it's a hundred percent of the time. 

PI BY MR. FRANKEL: 

Pi Q; And getting back to -1 think the original 
<51 question when we came back from the break is reports 
l«l that you reviewed. Did you ever review reports 
(75 concerning focus groups? 

i: Yeah.There were probably - in the early 
ays tijkt I was in marketing, there were probably, 

. reports issued or recaps or summaries done 
: who went to the groups so that those who 
|go to the groups could understand what was 
I or covered. 
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Ir times there might be a discussion 
ijong the brand so that those who were weren't 
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ered during that. 

jfour answer is that you don't know how 



(ii) many reports you reviewed? 


('71 

!*« 


A; Yeah, I flat don't know. 

Q; Have you ever seen a videotape of any 


[is] portion of any Camel focus group? 


[ 20 ] 

P'l 


A: Not that I recall, no. 

Q: Did you ever attend or observe any Camel 


pal focus groups? 


[»] 

P*1 

PS] 


A: Yes. 

Q: How many? 
A: I don’t know. 
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(ij Q: Did any of these Camel focus groups concern 

( 2 ) or relate to the French Camel? 

pi A: How are you defining the French Camel? 

( 4 ) Q: Well, obviously you've heard of the French 
(si Camel? 

( 6 | A; That's correct. 

pi Q: In your mind, what is the French Camel? 
it] A: To me, the French Camel, in my mind, is a - 
(si the literal specific French Camel execution that was 
(io) done in France. 

UM Q: And are you familiar with any promotions in 
(izi the United States that were ever considered or used? 

(is) A: Yes. 

IH) Q: That used the French Camel? 

t«si A: That used the literal French Camel, yes, I 

(i«i am. 

(i 7 ) O: And were there any focus groups, to your 
(is) knowledge, with respect to the French Camel in the 
(is) United States? 

[ 2(4 A: I don't recall. 

pi] Q: Do you recall ever observing any such focus 
(Ml groups? 

(231 A: Not that comes to mind. Doesn’t mean it 
( 24 | didn't happen, but none comes to mind. I do know 
( 2 si that we utilized the specific French Camel 
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(i) execution. 

pi Q: Arc executions ever utilized without first 
pi having a focus group? 

( 4 ) A: It’s possible, yes. 

is] Q: Is that a frequent occurrence, or is that a 
[si rare occurrence? 

[ 7 i A: I would say it is the exception versus the 
pi rule. 

PI Q: Would you call it rare? 

(io) A: Fine. 

[tii Q: How many instances can you recall where an 
HA execution was utilized that had not first gone 
(i 3 l through a focus group? 

(u) A: I can't recall any specifically. 

OS] Q: Have you ever reviewed a report for a focus 
tie] group with respect to the French Camel? 

(t 7 ) A: Not in a course of doing business - of 
(i 8 i normal business that 1 can recall. It seems to me 
(«oi that I was shown something that was - in a previous 
pot deposition that referred to the French Camel, 
pi) Q: And prior to that deposition, you had never 
(221 seen that report before? 

[231 A: No, I hadn't. 

ipq Q: Or other similar reports with respect to the 
psj French Camel? 
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in existing database, that facility, the smokets that 
( 2 j would be qualified to come as - and certified to 
PI come as adult smokers, meeting those breakouts that 
l*l we had requested. 

(si Q: So Reynolds would set the guidelines in 
E6] terms of the demographics of the respondents; is 
[7] that correct? 

[»l A: That’s correct. 

is] Q: And it would be up to the focus group 
(io| contractor or company - 
nil A: Facility. 

fir] Q: - facility to choose the respondents? 
ini A: They would recruit and screen for the 
|mj respondents to meet the criteria as adult smokers In 
(is] the age breaks that we specified, yes. 

|isj Q: And, to your knowledge, did those facilities 
[i7] always properly screen and choose the respondents? 
tie] MR. WILLIAMS; Can you define what you mean 

Ii«] by “properly"? 

(20| BY MR. FRANKEL: 

pi) Q: Do you understand the question? 

pa] MR. WILLIAMS: You mean within the rules 

pal given by Reynolds? 

[24] MR. FRANKEL: As defined by Reynolds, 

ps] MR. WILLIAMS: Okay. 
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ID THE WITNESS: I have -1 never, to my 
K knowledge or recollection, ever experienced a 
pj situation where we had anybody underage as a smoker 
[4] or nonsmoker in our - either one - in our - in 
pi groups that I’ve attended. 

[«] I am aware that there were times where we 
[ 7 ] would challenge whether that person who walked into 
pi the room was old enough or not and actually have the 
pi facility cescrcen them, because one of their 
(ioi criteria is to have them show proof of age when they 
[in come to the actual facility to participate. 

[in There have been times where they did not 
(i 3 l recruit as many in a particular age bracket.We 
[i 4 | were looking for ten 35-plus respondents, and maybe 
(is) they only got eight, or somebody was in the - you 
im know, was not there to the degree that we - that we 
[17] wanted to. 

But as a general rule, I think, you know, my 
lies experience was that they met the criterias and 
pen guidelines. And our marketing research folks were 
pi] the ones that would also be present at those groups 
p 2 ] and working with the facility relative to making 
ps] sure they met our requirements and expectations. 
p4] We also developed, in my opinion, a habit of 
ps) using specific facilities because they had 
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ft] demonstrated to us their ability to understand what 
Pi we were looking for and the rigidness of our 
P) restrictions relative to who we talked to. 

(4; BY MR. FRANKEL: 

us Q: Was a Reynolds employee always present at 
tel all Camel focus groups’ 
pi MR. WILLIAMS: You mean that he attended? 
R.ttRANKEL: No. Any - when he was 
iiiatsl with the brand. Camel brand. 

1LLIAMS: Well, he’s not going to know. 

THE W fTNESS: I don’t know the answer to 

uid assume very much so that they were - 
ILLIAMS; Let’s not assume. 

ITNESS: - but I ddfr^know whether 
or they weren’t instance, no. 

BY MfCFRANKEL: 
there a practice 
employee 
g my time on Ca ; 

.on and certainly 



pi) had commissioned qualita' 
pzi and"wewere the ones that 
pa) thdico racking for those roj; ta! 
P4) co|$i^ion the^i^tete 
y, in the 





Ids to have a 
focus group? 
my 

ding that if we 
s to take place, 
u know, requiring 
phee and 

tnebody from the 
or marketing 


■esent. Yes, that 


for the brand, woii 
ic my expectation, 
you ever observe p^uauon where a 
nfte was made of a retogogent and the 
rent was unable to prove Utat he or she was 


[el sorpif&fe who should be inj 
m rc 
W 

PI that 



5m for whatever 

S’ 

I assume it would ri&aygfebc age. 

WILLIAMS: I’m sorryff rl going to need 
stion back, unless to rephrase it. 

BY MR. FRANKEL: 
iw you ever had a problem - a 
ioq - sun again. 

I you ever had a situation where a 
was made to one of the respondents at a 
; group on the basis of their age? 

[.#) MR. WILLIAMS: I think he’s already 
(I?; testified to that. 

lit] THE WITNESS: There have - were instances 
lit] that I’m aware of where we challenged whether or not 
po) somebody really met the age requirements when wc 
pi) were talking to, at that time, 18-plus, 
pal And as I recall it, there was never an 

ps] instance where, when we challenged that, that it 
p 4 j wasn’t confirmed that they were, in fact. 18 years 
ps; of age and a smoker. 
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,,j BY MR. FRANKEL: 

PI Q; So, in other words, you can never think of a 
pi situation where someone had to leave the room 
{ 4 j because of them being underage? 

PI A: That’s correct. 

pi Q: How many challenges arc you aware of - arc 
[ 7 ] you personally aware of? 
m A: It wouldn't be many. 1-1 would be 
Pi guessing if I threw out a number. It just would not 
(ioi be many, 
li n Q: Less than ten? 

(i 2 ) A: I would be guessing. I just don’t know. 

(is) Q; How would the facility control as to whether 
[U| or not the respondent was a smoker? 

Its] A: My understanding is - is that that would be 
ns) through several steps.Tbe first was the initial 
tin phone contact or however they initiated the 
(is) conversation with them the first time.The second 
li »l would be confirmation on follow up to - you know, 
po] you're going to be here on this date, et cetera, 
pi] And then my understanding is that when they 
1221 showed up at the facility, that they would be asked 
pa] to not only show their photo ID, confirming that 
P 4 i they were that age, but also demonstrate by showing 
ps] that they had product on them to the point where if 
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01 they had to go back to the car or not.That’s my 
pi understanding. 

pj I was not personally involved in being the 

[ 4 j one at the front desk when they were going through 

PI that.Thai's my understanding of the process. 

jej Q: Have you ever seen a situation where someone 

PI was asked to not participate in a focus group for 

pi Camel because they did not have the product or they 

Pi could not show that they were indeed a smoker? 

||ioi A: Specific to Camel, I don’t recall that, no. 

;{ii) Q: Have you ever heard of something like that 
[in with respect to any Reynolds brand? 
ioi MR. WILLIAMS: You mean a challenge on the 
[i 4 ] basis of whether they were a smoker? in 

li$j MR. FRANKEL: Correa, 
lit] THE WITNESS: Yeah, there may have been 
Ii 7 ] instance where this person was - ^ 

[it] MR. WILLIAMS: No, no. He asked have you co 

|(i 0 l ever heard. Of course there may be instances. 

po) THE WITNESS: Well, I’U rephrase it. 

|ptl I am aware of one Instance where 1 was at 

pp] focus groups - not for a Camel brand but for 
ps] another brand - In which wc were going to, quote, 
p*j have ten people qualified as respondents and one of 
[ 2 «] them was sent home because they could not confirm 
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(i) descrihfisaaasM of them. . < 

Pl Penn^^^mber 1 is a Scpten^^^Rl988, 
pj marketin®*csearch repon from M. gjd^ger to < 
M PcnneliA aipg ie title is "Camel 'Big Idea-^Focus 
[si Groups ^ftou^d H." 

pi Penn«^^mber 2 is an October 14^^88, 
pi marketinl^§f|arch repon from .\j^w^. Bolgcr 
I*j Mr. G. C. $i5iiu, ’"Heroic Camel' Ma aafiiLng Foi 

[io] And I^gpgil Number 3 is an 
Oil 1989. marking research repon from S. L. $nyd< 
ozi Mr. G- C. ^$fjps£u titled "Camel ’Big Idea’ Focus 
pa] Groups.” H . 

ju] BY MR. FRANKEL: 

US] Q: Mr. ffnUfeLl. do you have each of those thri 
|i«] exhibits i|^8l>i§^>f you? 

[i7] A: Yes, I do. 

cm Q; Have you ever seen these exhibits before? 
(is] A: I may have. I’d like to be able to read 
pc through each one of them, 
pi] Q: Take your time. Maybe - maybe, if you'd 
P 2 ] like, we can go off the record for a few minutes 
pa] while you read through them. 

P4] I’m not going to ask you questions about 
psi every portion of them. I just have some general 


SI988, 

Iger to G. C. 
!|Focus 

^ 88 , 

^BoJgcrtO 
Smg Focus 


1 Number 3 is an Aim*, 
g research repon from S. L. Snyder to 
U titled "Camel ’Big Idea’ Focus 

BY MR. FRANKEL: 
sll, do you have each of those three 
Pl>f you? 
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[i] questions about them. 

PI A: Okay. I'd still like to read through them, 
p] MR. FRANKEL: Okay. Why don't we go off the 
HI record while he reads through them. 
isj (Recess taken from 2:56 p.m. to 3:04 p,m.) 

[6] BY MR. FRANKEL: 

[7] Q: We’re back on the record. 

[»] And your answer to my question, sir, as to 
(si whether you have seen these documents before? 

[to] A: Well, I mean, I don't literally recall 

[i u having seen them. But, yes, they do look familiar. 

[ij] Q: And what are they? 

[is] A: They’re copies of focus group reports issued 

|H] to me by whomever the appropriate person was in 

[isj marketing research at the time. 

ti«j Q: In September of 1988 - I'm looking at 

[i7] Pennell Number 1 here. 

[i«] A: Uh-huh, 

pc Q: Mr. Bolger was in marketing research? 

po] A: Yes. I believe at that time Mark Bolger was 

pi) in marketing research and came on to report to me as 

pa; a marketing assistant at a later point. 

psi Q: And, of course, he still held that same 

p«l position in October of '88, looking now at Pennell 

psi Number 2? 
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li) A: Yes, I believe that’s correct. 

pi Q: On the copy list - I'm looking at Pennell 

pj Number 1. 

Hi A: Okay. 

[5] Q: Could you just quickly go through those 
pj people and tell roe who they are, who they were, and 
in what their positions were at that time, 
m A: 1’U give it my best shot. E. J. Fackelman 
Pi was at that time, I believe, head of the marketing 
(io) research department, business information or 
tin marketing development department. 

(121 Q: Could you continue through the list. 

[in A: Yes.J. D. Weber, I believe, was over the 
(i4j brand marketing research group reporting to 
[iq Mr. Fackelman. 

tie) J.Y Beilis, I believe, was in the 

[17; marketing research department and unclear or unsure 

pel as to what capacity he served. 

[iC 5. L. Snyder, I believe, was the maiketing 

pc research manager working on the Camel business that 

pi] Mr. Bolger reported to at that time. 

pc H, B. MacFarlane is Hunter MacFarlane, who 

p3] at that time was assistant marketing manager on the 

p4j Camel brand, as was Mr. M. P. LaBrecque. 

pq Desiree Conte, I believe, was -1 know she 
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til was with McCann Erickson, the advertising agency of 
[?l record for Camel at the time. I think she was in 
PI their marketing research department. 

W And Barry Schweig was with McCann Erickson, 

(SI the account supervisor for the Camel business. 

($1 Q: And them MRIC, what does that mean? Is that 
pi marketing research information center? 

|?A: Ye^.Thank you. 

pi | V Q: Staying with Pennell Number 1, let me ask 
to the second page of that document, 
bears the Reynolds Bates Stamp Number 50686 


,1 have it. 

Sere's a section the: 

3 logy," and I just 
urccord. It’s the seci 
Elg> 

aups were com] 
18 - 20 , two age 21-24 
age 25-34 (the p 
( 2 U of the one older groups - 
cm [th& s&at ypo there, 
l»l groiffj -*^cas to serve as a 
P 4 ] saf^fpSheck to 
PS) qgpMp-kd not | 




id one sentence 
id sentence. It 





Page 141 


ee that sentence, sir? 


at does the phrase |skew t bo young" mean, 
text of that sentence? 


, as I look at this c| 
w whether it was t 
l look at this copyiT; 
en things on it, sue* 


ich I 

iuc ora draft, 
gol some 
4 ce" down 


tiat that is appearing to imply to me 
: it's to point out the fact that we chose not 
lups among just 18 to 20 year olds or 21 to 
ids as a general practice because, if the 
ir old group liked it and the 21 to 24 
ns] year old group liked it, what we wanted to make sure 
(in was - is that, A, we weren't alienating our older 
(i«l 25-plus franchise group, and, also, that if we found 
|i»i out In qualitative research or otherwise that if 
poi something was preferred by 18 to 20 year olds and 
pi) not liked by any other age group, in our mind it was 
p 2 ) off strategy relative to what we wanted to do and 
pa) could, in fact, skew potentially too young. 
p 4 ) And since our market was adult smokers 
psj 18-plus and that is the only group that we talked 
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(ij to, it was one of the ways that we tried to ensure 

pi and continued to be sensitive to that issue. 

PI Q; Is it your testimony, then, that the phrase 
( 4 j "skew too young" has, at least as part of its 
(sj meaning, people under the age of 18 to make sure it 
pi does not influence people under the age of 18? 
pi MR, WILLIAMS; I’m going to object to your 
is] asking him to interpret what this guy meant when he 
pi wrote ’’skew too young.” You can ask him his 
|{i 0 i understanding but not what he meant here, 
in) MR. FRANKEL: Yes. 

,,2, BY MR. FRANKEL: 

(131 Q: What is your understanding? 

( 14 ) A: We did not do research among underage 
|(isi smokers.We did it among adult smokers 18 years of 
(i 6 ) age or older. As I just mentioned, though, my 
[i 7 j interpretation of what this was speaking to is - is 
[i*i the two things I just mentioned. 

|(i»i One is that wc do not want to alienate our 
poi older franchise, be it 25-plus or 35-plus or what 
|pi] have you. 

[z 2 i And the other one is - is that it was not 
p 3 ] consistent with our practice or from a business 
( 24 j standpoint or otherwise if wc did stuff that only 
ips) appealed to 18 to 20 year olds, as an example, or 
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di just 18 to 24 year olds, because we needed to reach 
pi a much broader group of that to meet the brand s 
pi objectives from a gross standpoint. 

( 4 ) Q: So the phrase “skew too young" has two 
(si meanings then? 

pi MR. WILLIAMS: No, he didn't say it has two 
Pl meanings. 

[ 8 j THE WITNESS: As I’ve said now, I mean, I 
m look at this and say that it is for - those two 
[id( reasons are what I interpret out of this comment. 

[iij That is my observation of this comment, stated this 
(i 2 j way. 

5 , 3 , BY MR. FRANKEL: 

(i 4 ) Q: Can you think of any times - let me start 
list again. 

(ic) Are you aware of any instances where focus 

[it] group results showed that 18 to 20 year old men 
(it) liked the executions but 20 to 24 year old men and 
(is; 25 to 34 year old men did not like the executions? 
poi A: Yeah. I can’t give you specific examples, 
pil but I'm aware of instances where stuff on an initial 
( 22 ) and preliminary basis was exposed to 18 to 20 year 
m olds, 21 to 24,25 to 34, let's say, adult smokers, 

P 4 j and 18 to 20 year olds tend to like it. and the 
P 5 ) other age groups did not. And that was a clear 
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[D signal to us relative to how we conducted our 
pi business and what our objectives were, that we 
pi weren’t going to move forward with those ideas. 

[*i Those situations existed, yes. absolutely. 

(si Q: And any time those situations occurred, the 
to executions would not be used? 
p] MR. WILLIAMS: Objection. He's not going to 
pi know that. 

WITNESS: My experience, which I'm 
nd ln giho. is that in those instances, where we 
thing that skewed to an 18 to 20 year old 
but the 21 to 24 year old - which is 
asons we tested in that age breaks - 
at it was inconsistent with the way we 
Accomplish our bus; 
ct of it but also rc 
>rt unity. 

t be successful at ^ 
jn the brand by just 
20 year olds in the, 

»pen. 

BY MR. FB 
uld Reynolds do 
tiotpwas liked by the ^18 
24 yea^H!! 





iflishing our 
iiccessful 
7lace.lt 


ions where 
20 year olds 
M year 
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(t) olds 

PI 18? 

PI MR. 
i«l is no - 
[Si eviden 
Pi deposit 
PI under 
PI MR. 
pi what| 
MR. 
Ii7j Mr. Fra: 
(in MR. 
113} THE 
CM} that. I 
[is] any of 
no aware o! 


( 10 | 


the age of 

MS: I’m going to obj&^Fhere 
cks any foundatioipchere^s no 
thjt I have heard in aj^ofcthfse 

at said focus groups had jomebody 

WtnniX'NnOSt 

of 18. 

L: And the objec n, is 

MS: Lack of foun 





EL: You can go ahead and answer. 
TN£SS: Yeah. I have no answer to 
answer that, because we didn't test 

eas or anything that we did that I'm 

anyone under the age of 18 that 

(in were smokers. Eighteen years of age and older was 

lisi our universe and our requirements. And that was our 

(i»j company policy and our practice, 
poi Those that were relevant and appealing 
pit ideas, that were relevant and appealing to 18-plus 
[W| adult smokers were deemed - and deemed to be 
pat acceptable opportunities among that group moved 
p4j forward. 

p$l MR. WILLIAMS: Can we take a couple of 
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til minutes? Is that all right? 

pj MR. FRANKEL: Sure.What do you need? 

pj MR. WILLIAMS: Just two or three minutes. 

(«) MR. FRANKEL: Okay. 

is] MR. WILLIAMS: Thanks. 

is] MR. FRANKEL: Let’s go off the record. 

pj (Recess taken from 3:15 p.m. to 3*.19 p.m.) 

w MR. FRANKEL: Okay.We're back on the 

(9) record. 

(io) BY MR. FRANKEL: 

(i i| 0: Mr. Pennell, did any Camel focus group 
(iai executions appeal to people under the age of 18? 

M3) A: I don’t know whether they did or they 

(i4j didn’t, because we never conducted any research on 

(is) anybody under the age of 18. And unless they were a 
[iej smoker 18 age years of age or older. 

[it] MR. WILLIAMS: Listen to his question. His 

(is: question was any Camel focus groups, which assumes 

[10] that there were people under 18 in that focus group, 
poj And 1 object to the loaded up question. 

pi) You're trying to get him to say -1 don't 
1 ( 22 ] know why; there’s no proof on this - they did 
lew] market research on people under 18. 

|p4| MR. FRANKEL: Let me state definitively that 
jps] you have - Mr. Williams, you have misinterpreted my 
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iU question. 1 was not asking about whether there have 
Pi been attendee respondents at that age. 
pj MR. WILLIAMS: You said did any of the focus 
(4j groups appeal to people under 18. 
isj BY MR. FRANKEL: 

is; Q; Did any Camel focus group executions appeal 
Pi to people under the age of 18? 
io] MR. WILLIAMS: That implies that there was a 
m person under 18 at the Camel focus group looking at 
(id) the execution. I don’t know how else you interpret 
|ii] that. 

[12] BY MR. FRANKEL: 

113] Q: Is that bow you interpret my question, sir? 

(i4) A: To me, it doesn’t matter whether it was 
(isj focus groups or anything else we did. I have no way 
[is] of telling you whether the stuff we did appeals to 
(17) anybody under the age of 18, because we never 
[is] conducted any research or talked to anybody under 
[is] the age of 18 and who wasn't a smoker, 
poj 0: So let me ask the question more broadly; 
p<) Did any Camel advertising appeal to people under the 
pz] age of 18? Same answer? 

P3l A: Yeah, same answer. We did not conduct 

P4] research or market our products to folks - 
PS] individuals under the age of 18. 


For The Record, Inc. ~ (301)870-8025 Mln-U-Script® 


(39) Page 144 - Page 147 


http://legacy.library.ucsf.e0u^id)%i^|a^/praMw.industrydocuments. ucsf.edu/docs/psgl0001 


52189 1893 





















GEORGE C. PENNELL 
VoL 1, June 9,1998 


Pago 148 

|tj Q; Why is that? 

PI A: Because that was our company policy and 
Pi practice and - at that time, that we market our 
(«] products to individuals 18 years of age and older, 
is] And, therefore, we conducted research only among 
[«] that age group that we had as our defined 
Pl opportunity and market. 

[b] WQ: directing your attention now to Pennell 
I»j Ijumbgl 2, is there any way you can tell from looking 
(to) at^iradocumcnt as to whether it was a final 
mi jjharitcting research report or a draft? 

(i2i fvwHbcss reviews document.) 

t'»i _A: No. In looking at this, I can’t say it's 

tui Other. tv. < 


(in notei 


|rning now to Penni 
ust 2nd, 1989, mark 
|| copies were also 
sthat name? 


^pSiber 3 - that’s 
Sting research report -1 
icntftop. H. Murphy. Do 


pci Wo is D. H. Murphy^ 
pit A: D. H, Murphy was in t| 
pa) debarment. And I'm not si| 
pa) ths^pohuland stage in 1980 
(Mi what G. G| 

rsi sdi^D-s-s. irai 


sll^eting research 
fe^i what capacity at 
pi August 2nd, 1989. 
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|G. Strauss, 1 believ d|h6 
n to the Camel busineS 


: recently 


;an assistant - a 



|pfhg assistant. 

Sq earlier in the dcpq 
S^names of people W 
itgiuch a person that 
fc^chat you superviset 
g&at would be correi 
not Mr. Murphy? 


ition, when I asked 
10 you^upervised, would 
to that list of 

when,you were on Camel? 


[iij ‘Q^ibw, staying with Pennell Number 3, again 
[izi letfhie direct your attention to the second page, the 
[isj m«HSdology, first - there are two paragraphs under 
[i8) "N^^l^dology." First paragraph, second sentence, 

Its) w ;is#a nt to read into the record, states as 

|i 6] follows: (Reading) 

liTj The groups were among 

[ti] target male Marlboro N - 

(i»l MR. WILLIAMS: I'm sorry.Which exhibit? 

po THE WITNESS: Three. 

pil MR. FRANKEL: Let me start again: 

[ 22 i (Reading) 

pa] The groups were among 

R8| target male Marlboro NM 

psj smokers with two among 18-20 


RJ. REYNOLDS TOBACCO COMPANY 
MATTER NO. D09285 


Pag® ISO 

m year-olds, two among 21-24 
pi year olds, and one among 25-34 
pi year olds. 

n BY MR. FRANKEL: 

( s) Q: Do you see that sentence, sir? 

I«) A: Yes. 

Pl Q: What docs “NM” mean? 

[i] A: I believe that's target male Marlboro 
pi non-menthol smokers, would be my interpretation of 
[id what they’re saying here. 

[ill Q: I noticed in looking through these reports 
|i 2 ] that the parenthetical that I read in Pennell 
(id Number 1 is not in the methodology section of 
(i 3 ) Pennell Number 3. Do you also - well, do you agree 
(isj with that? 

[id A: Yes, it’s not there. 

(i 7 ) Q: Do you know why it’s not there? 

(id A: No, I -1 have not Idea why it’s in one and 

(i 9 i not in the other. Different people have written and 
Pd issued these two different documents or drafts, or 
pi] whatever states they’re in, at different points in 
pal time. But -1 can provide no input as to why it’s 
pa] in one and not the other. 

P3] Q: We’re done with those exhibits. If I can 
psi have them back, please. 
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[i] (Documents handed to counsel.) 

PI Thank you. 

Pl A: Uh-huh. 

( 4 ) MR. WILLIAMS: Were there any questions 

(5) on 2? 

Pl MR. FRANKEL: WeU, 1 had asked earlier if 
pi he had ever seen these documents before. So other 
Pi than that, I don't think I - 

MR. WILLIAMS: You didn’t ask any specific 
[id questions on 2, just for the record. 

MR. FRANKEL: Right. 

MS. SAMUELS: You asked if it was a draft or 
(id a final. 

MR. FRANKEL: Yes. that’s right. 

MR. WILLIAMS: Oh, if it was a draft, 
no MR. FRANKEL: Thank you. 

BY MR. FRANKEL: 

lid Q: With respect to Joe Camel focus groups, were 
(id focus group respondents asked whether executions 
shown to them would appeal to people under the age 
pi) of 18? 

A: I think, as a general rule, my personal 
psj observations were that It was asked who docs - to 
p*i each of the groups - who does this - would this 
pq appeal to, people like yourselves, older than you, 
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i way I 
ing who 


pj MR^P^JKEL: Other than IsraflVt said - 
P! other 4%n | - I’m not trying to rcg^rifcterize. 

M MR/1$it.lAMS: I undcrstanm-frctt'-bC already 

(si went {hroagh some son of saifcgffitfd(. : Now are you 
1*1 asking|||||m addition to 
Pi MR^™KEL: No. 

Pi THe^WuNESS: I’ll respond way I 

PI can! u|tiw|y. If - in the cours^l^^ng who 
Iio] this at fliip eals to for a specific execution, if the 
in) conse^mrkmong the respondents there was - is that 
]i 2 ) it's foyjjeople younger than me.and that was the 
[tsj case f|g~tia|s - all the way down the line, 

[i4] includjay*18 to 20 year olds - then I think if 

lis) everytogjlhgthat it was young, then that would be, 

(is) as I stated canier, an indication, from my 
tiT) standpoint, that what we had here was something that 
[is) is not on strategy with what we were trying to 
[is] accomplish from a brand business objective 
[»l standpoint. 

pi) BY MR. FRANKEL: 

122 ) Q: And what I’m trying to understand is: How 
pi] was the information elicited from the respondents as 
P4] to whether the executions might appeal to people 
IK] younger than them or younger than age 18? 
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(i) A: And I've responded as best as I can to that 
12 ! question, which is that there was - as a general 
pi practice, of my observations - was who do these ads 
H) appeal to and why that was done. 
isj How that was specifically done varied. And 
tsj there's no -1 don't have a specific -1 can't 
P) give you a specific this is the way that was asked 
tsj in every instance or what have you, even within my 
P) own observation and experience, 
iio; Q: You've alluded a few times during this 
ini deposition to a change that occurred in the 
H 2 ) marketing of Reynolds' products in 1992 to the age 
Em demographics. Am I correct? 

Ii4) A: That’s correct, yes. 
iis) Q: And at that time, the - the low-end range 
list for marketing purposes was raised from 18 to 21; is 
Ii7] that correct? 

ti«i A: Yes, that's correct. And sometime - some 
im point in 1992,1 believe it was - and I don’t 
poj recall exactly when in 1992 - we changed the age 
pi) group that we would market or - our products 
pas against to 21 years of age adult smokers versus the 
PD 18 that had been previous to that. 
p4] Q: Who made that decision to make that change? 
psi A: That decision was issued by Jim Schroer. I 


Page 155 

ji] mean, he is the one who sent the memo out to sales 
P) and marketing. 

pi Q: And why was that decision made? 
pi A: It is my understanding that that decision 
is) was made, A. to align all of our program 
(6) requirements to be the same.We had some programs 
Pi that we already had 21 years requirements to 
pi participate.And also to provide a buffer because 
pi of the pressure we were being given relative to - 
iioi and accusations relative to youth marketing.And 
im that put a buffer between what is the legal age to 
[i 2 ] buy cigarettes versus that that we then marketed to. 

[is] 0: Prior to this marketing policy change, 

[uj increasing the age to 21, did Reynolds sometimes 

(is) emphasize 18 to 20 year olds in its marketing 

[i«l activities? £ 

ji7) A: How would you define "emphasize”? ^ 

riel Q: I'm not trying to be facetious. I'm really vo 

[i8j not. But to place an emphasis onto - I’m trying to t~* 

poj come up with other words. 

pi] A: From a research standpoint? From a program ( - r 
[ 22 } development -1 mean. I'm just trying to 
pi) understand. 

p<j Q: In marketing to smokers, did Reynolds 

psi sometimes emphasize 18 to 20 year olds prior to this 
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(tl change in 1992? 

P) MR. WILLIAMS: 1 think his question is - is 
PI on emphasize. 

(*] MR. FRANKEL; Yeah.And that’s a bard word 
is] to define. And it seems like it's a fairly common 
I«] word. And I’m not trying to - what’s the problem 
17] you have with emphasize? 

ITNESS: Well, I look at emphasize and 
being not specific enough to whether or 
actually marketing the product, whether 
irch specific, et cetera. 

ere research that was conducted among 
year olds? Yes. Was there program 

: 18 to 20 year olds 
a? Yes. 
iat l.made 


lent that was don 
i 21 to 24 year oli 
> back to a point 
vould hesitate to 
|is" because if we 
J8 - marketing our 
ist just 18 to 20 y« 
I 2 ij not meet the business obje 
tai bepg^the number of $: 
cz»| colnBinetiwith how few oi 
P?4] m^^^impetiti^^^uld h 

PS| 







put emphasis 
S in a tremendous 
then we would 
f the brand, 
t are there 
e had versus our 
e that very 
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KEL: 

18 to 20 year 


4g emphasis 18 
l an appeal to 21 to 24 
i>lds? 
j's vague. 


BY 

iat if Reynolds emphaj 
m again. 

if an execution ha 
£ar olds but also haq 
s, 25 year olds to 3f 
/ILLIAMS: Let me < 

Eulative, hypothetical’’ 

' /ITNESS: If - if an - a 

cecution was developed against an 18 to 20 
[ as a - as the objective of it, or the 
j>hasis against that, to use that word, and found 
Levant and appealing to 18 to 20 year olds, 
ro 24 year olds, plus 25-plus or 25 to 34 
sr what have you, then the fact that it 
(is] may or may not have started in that instance, you 
[i7] know, that we’re using a hypothetical instance that 
i<«] it started out being developed against an 18 to 20 
M «1 year old if that’s possible, then, yeah, we would 
l»l consider that a relevant ad to run, that if it had 
|zi] that level of appeal. 

122] BY MR. FRANKEL: 

pj| Q: Considering now executions that had appeal 
[24| both to the 18 to 20 year old and the 21 to 24 year 
(z$] olds and the 21 to 24 year olds and the 24 - excuse 


me - 25 to 34 year olds, those three groups, did 
Reynolds ever attempt to keep certain print 
advertisements out of certain states? 

MR. WILLIAMS: I'm going to object. 

THE WITNESS: I’m not following you at all. 

MR. FRANKEL: Okay. Let’s try it again. 

BY MR. FRANKEL: 

Q: Let me start with the very general but 
m easy -1 think easy question: Did Reynolds ever 
Mel try and keep certain print ads out of particular 
[in states? 

MR. WILLIAMS: For any reason? 

MR. FRANKEL: For any reason. Out of 
[i4] particular states, you know, the boarder of a state, 
[is] whether it be North Carolina, Alabama, Utah, North 
Dakota, or any other state. 

THE WITNESS: Not that I can recall. 

BY MR. FRANKEL: 

Q: And this - your answer would be the same 
[ 20 ] for Joe Camel print ads; is that correct? 

A: Yeah. 1 don’t recall us not running 

[ 22 ] something in specific states. I just don’t recall 

[23] that. 

[ 24 ] Q: So, for example, a Joe Camel print ad run in 

[ 25 ] Mississippi might very well also be run in Alabama? 
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[i] MR. WILLIAMS: You mean newspaper or 
PI magazine? 

m MR. FRANKEL: Either one. Prim ad. 

[4j MR. WILLIAMS: Because it’s different, as we 

is] learned with Mr. lauco. 

[B] THE WITNESS: Well, I mean, as a general 
[ 7 ] rule of print, unless it’s ROP - newspaper, is 
[S] bought on a national basis and is much more 
pi efficiently bought that way - it’s tough for them 
(io) not to do individual cutovers, et cetera. So, I 
[it] mean, as a general rule, yes. 

[iz] ROP is generally bought-yeah. It can be 
[is] bought nationally but is more commonly - at least 
[i4] my experience has been, as a marketer with this 
[is] company - on a more regional opportunistic buy 
ns) basis, that it's determined based on what business 
[ 17 ] goals and objectives there are versus I’m going to 
[isi avoid this place or avoid that, which is kind of 
[is) where this started, I think, 
po, BY MR. FRANKEL: 

pt] Q: You used the acronym ROP.What does that 
( 2 z) mean? 

pa] A: Run of press. 

(24) Q: And that applies to what? 

[ 2 5] A: Newspapers. 
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Hi Q: Not to magazines but to newspapers? 
pj A: Correct. 

pi Q: And there are some newspapers that go across 
M state boarders; is that correct? 

[5] MR. WILLIAMS; Yes. 

[6] THE WITNESS; Sure. 

m MR. WILLIAMS: Do you really need this 


|io| Q 

[til 20 | 

[i 2 ] smq 


:s, to ask him that question? 

| BY MR. FRANKEL: 

!H$^did Reynolds distinguish between 18 to 
r old smokers versus 21 to 24 year old 


pal WILLIAMS: Can you give him some 

[M| con|^||Pe we still talking atjput focus groups? 
[is] And.^|| ; : ; ypu went on to ROPj 
[io] X ^ BYMR.^NKEL: 

(in understand the tpiestiS^, sir? 

[i«l A: I mep, are we talking as b^ ttgabl practice 
(is] or (pitt|s$flpecific or - ^ 

po] talking as a gene^^^ticc. 

PH A: Well, as a general ptacti tfefeffffig t think 
ps] all brands and all marketing ii^tiativej at our 


[23] compp 
po] 24s, o^ 
P 5 ] 25-phl 


[i] me?KS| 

PI Q: ! 

pj distin^ 
ft] versus 
(si A : \ 
[«] broken 
Pi year t| 
« 


and all marketing ii^tiative| at our 
8 ^- has specified fNlpSI versus 21 to 
m 18 to 24aste r thafeWasctgve rsus 
Si mean.lfcswjuld b&sery difficult for 
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t nd to that on a broa^rngi. 

re are some brandsthsL.do draw 
>n§ though, between year olds 

Pto 24 year olds; is traufSlfroct? 

.Mthc Camel brand coMucied research and 

S eaming of that res eax-^^ ^o 18 to 20 
prsus 21 to 24 year-olds, versus 25 to 
itim es looked at it as iiijPpbup. Other 
olfc it out separately. 
pother brands? 
tfhat I can recall specifically, 
rat about Magna? 

Efefe time that 1 had that brand, we did 
^ it 18 to 20 year olds versus - that 1 


(12) u: xynat about Magna.' 

(13) A: fiaafee time that 1 had that brand, we did 

(14) not !o^|g^it 18 to 20 year olds versus - that I 
(is) can 

lie] Q: Can you think of any time where Magna did do 
[i7] that? 

[is] A: No. 1 mean, I'm not familiar with how they 
[is] broke it out before I picked up the brand. 

Pol Q: For the period that Camel did distinguish 

pi] between 18 and 20 year olds versus 21 to 24 year 

[ 22 ] olds, why was that distinction drawn? 

[23] A: During the period that I was involved with 
p4] the brand, it provided learning to us relative to - 

pj] if you had just talked to 18 to 24 year olds and got 
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in a thumbs up or thumbs down In terms of whether they 
Pt liked something as a group, then you weren't able to 
P( get a feet for whether or not that was the 18 to 20 

[ 4 ] that had a big appeal and no appeal whatsoever from 

[5] another - you know, the 25 to - you know, 34, as 
t»] an example. 

Pi Q: And why was that important to know 18 to 20 
pi versus 21 to 24? 

pj A: I think from our standpoint, at least as 1 

[io] look at it, we were - if we wanted to improve the 
in] performance of our business among the 18 to 24 year 
[121 old group in general and pick up some of the 
1 * 3 ] business from Marlboro, in particular that had kind 
[u] of the wraps on that adult age group, that if you're 
US] wanting to get the learning relative to what is 
ji«l relevant and appealing to that age group, then you 
(it) break it into subsegments in order to better 
lie] understand what the input you're getting is. 

[i 9 ] Q: Was there any desire on the part of Reynolds 
poj to use the 18 to 20 year old learning, to use your 
pi] word, as a proxy for people under the age of 18? 

P 2 ] MR. WILLIAMS: I'm sorry. Please stop. May 
P3] I have the question back. 

P4) (Previous question read by reporter.) 

[ 25 ] THE WITNESS: Well, the answer to that is 

Pag* 163 

[i] no. We didn’t market to anyone under the age of 18 
pi years of age. And, no, we weren't looking to use 

pj that - and I think in your word - as a proxy 
14) relative to what was going on. It was not our 

[5] company's policy, and it was not our practice 

[6] certainly during the time that I was on Camel, or 
[7j any other brand, for that matter. 

W MR. FRAN KEL: Let's mark this as Pennell 
(*j Number 4. 

[io] (Pennell Deposition Exhibit Number 4 was 

[ii] marked for identification.) 

[i 2 ] MR. FRANKEL: Pennell Number 4 is also 

li 3 ] CX-295, and it's a May 28 -1 believe is the 

(i4j date -1992 memorandum from James C. Schroer to a 

(is) distribution list. One of the names on the 

[id distribution list is G. C. Pennell. 

[i7] BY MR. FRANKEL: 

[i«] G: Mr. Pennell, have you ever seen this 

[i9] document before? 

poj A: Yes, 1 have. 

pi) Q: What is this document? 

[ 22 ) A: Without reading through it fully, it is the 

[23) document - it appears to be the document that I 

[24) referenced earlier relative to our policy change, as 
ps) a company, from marketing our products to 18-plus to 
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01 moving to marketing it to those that were 21 years 
Pi of age or older. 

pi Q: I'm looking at the first page of this 
W document, the last paragraph.The first sentence 
ra says: (Reading) 

16 ) None of our competitors 
pi in their public statements 
16 ) adftiit that they advertise or 
i») jffomotcliheir products to 
tic) anytile under 21. 
un T$Ten it goes on: (Reading) 
tt 2 | r^ntrlact that our public 
itements on this issue 

5m our competitors^ 

&e surface might 
^consistent with 
Df the Cigarette 
ag and Promotion 
i not gone unnotice 
Ivcrsaries. 

pii Do you see those two sentef 

psi Q^id Reynolds have a ltjwe 
P4I mar£elf«g than i#^»ipctit« 
psi nSgiiiSjSsgjdum? 
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agp limit for its 
irior to this 
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s? Who would be 


(ij t know the answi 

pi would know at Reynj 

pi the ^g^ficrson to ask that 
[4] MR. WILLIAMS: Well, youVc aske d about 
[$) Reyi^fii’ competitors'practices. I think it’s fair 
(6) to a^i^ynolcls what their 



were. You can 
jim the 

dy who knows 


sc competitor s praj 
irs.There may not 
competitor’s pra 

|{ITNESS: I wouldn’t know where to send 
baliy to know what a competitor’s practice 
cneral carte blanche rule was. 1 mean ... 

BY MR. FRANKEL: 

Du familiar with the Cigarette 
Its) Adv#rt^and Promotion Code? 
ttei A: Yes, I am, 

ItT] Q: Is that a code that Reynolds has always 
(it) followed? 

(is) A: Thai’s correct. 

po) Q*. Did Reynolds participate in the creation of 
pi) that code? 

( 22 ) A: I don’t know the answer to that. 

[ 23 ] Q: Let me direct your attention to the second 
P4] page of Pennell Number 4.There’s a list of six 
psi items, numbered items, with the heading - the 
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HI leading sentence saying: (Reading) 
pi Since all of our direct 
pi marketing, sampling and most 
(4| of our promotional activities 
[Si are already limited to 21 and 
id above, what this means, as a 
P) practical matter, is the 
pi following. 

pj And I’d like to direct your attention to 
(ioi Number 5, which says: (Reading) 

(i ij Our internal advertising 

[12] review panel should be advised 

[13] of this policy immediately and 

[14] instructed to factor it into 
(is) its work. 

[i«l Do you sec that? 

[i7] A: Yes, I do. 

[ui Qr Do you know how that panel factored this new 

|i«l policy into its work, what it did? 

po) A: No. I was not over that panel. 

pii Q: Can you describe what the internal 

p 2 ] advertising review panel was - or is? 

p 3 j A: Ycs.The internal advertising review panel 

P 4 ] is - consists of non-marketing employees with the 

psj company - within the company who - 
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HI MR. WILLIAMS: Did you say nine or non? 

(21 THE WITNESS: Non-marketing. 

Pl MR. WILLIAMS: Thank you. 

W THE WITNESS: Sorry. 

PI Employees from the company who represent 
PI different demographic groups, both in terms of age 
pi and race, male and female.Those that are - some 
pi that are parents. And they meet on a routine basis, 
pj and one of the requirements is. is that all 
[io) advertising and promotion materials are reviewed 
(ui with them as one of our many internal policies we go 
(ij; through between development and implementation of 
(ui our programs. 

[uj BY MR. FRANKEL: 

(itj Q: How long, to your knowledge, has that 
it*] advertising review panel been in existence? 
lit] A: Several years. 

(tq Q: When you started with Camel in marketing, 

(i»i was that advertising review panel in existence? 
po) A: I don't believe this specific review panel 
pii was. I believe it was put in place while I was on 
p a Camel. 

psi Q: While you were brand manager or senior brand 
p4j manager? 

PSI 


A: Sometime as - not as an assistant but brand 
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Ci) manager through senior brand manager, 
pi Q: Do you know between those two positions 
pj when- 

(4) A: I don't know specifically when, what point 
is] in time. 

(«i Q: Were there any members of the internal 
Pi advertising review panel who have ever served on 
!«! that panel under the age of 18? 
pi A; I wouldn’t think so, but I don't know the 
' question. 

j^Was one of the factors the internal 
02 ) adts^gjgui review panel was to consider whether the 
[i3j advertising might appeal to people under the age of 



I AMS: I think you s 
the factors. Did yi 
f the purposes. 


MR. FRANKEL: One of the 


n«i co 
E»1 



I AMS: All right.Th 
pi] the ? question, did they conside 
p 2 ] appeaito underage smokers? 
MRypggAN^EL: That's right.| 
MRfm,L^MS: Hmmi it, 
THfwiniESS: think' 



o say it 
ean’to say that? 


f.Is 

l§er it would 


s one of 




Camel ads 
rtising 

o people under 


TS. 

BY MR. 

su know whether ai 
■ejected by the inte: 

1 because it might 
8 ? 

I AMS: This questi' 
ancl, Cliff. 

ESS: Right. 

■1AMS: Okay. 

ESS: I don't -1 don’t recall 
iy were specifically rejected. I do recall 
is input that was provided relative to 
at they would like to see done 

hanged, perhaps, about an execution 
ered’them.And that would lead us back to 
(i7) go back and make those changes and bring it right 
{■a| through the process and back to that review panel. 

BY MR. FRANKEL: 

Q: Did the intemat advertising review panel - 
pq and does that panel - have the authority to say 
(221 that ad will not run? 

A: Yes. 

Q: And I listened to your last answer, but 1 


l»#I 

PO) 


!»1 

p*l 


psi wasn't quite sure I understood whether they ever 


[ii used appeal to underage smokers as a basis for 
Pi rejecting any Joe Camel ads. 

Pi A: I can't recall specifically the answers that 
Pi they gave or what have you to it.They could reject 
Pi something and it not run based on their input.They 
is] were asked to provide input to the individual who 
p] was there relative to why they felt that way. 
pi But this was a non-marketing group that 
pi looked at it based on those - you know, their 
(ioi criteria and provided their input. 

(iil Q: Prior to this internal advertising review 
[iz] panel, was there another or a different advertising 
us) review panel? 

(i*S A: Not like this one specifically, but there 

lis) were various steps and processes that had to be - 

ns) every ad or program had to go through within the 

(i7] company. Yes, several steps. 

jib] Q: Was there ever an external advertising 

Ii#] review panel? 

poj MR. WILLIAMS: The FTC. 

pij THE WITNESS: External in what regard? 

P 2 ) MR. FRANKEL: People who consulted for 
pa] Reynolds, whether paid or unpaid. 

[24] THE WITNESS: Not that I'm aware of, as a 
psi process, no. 
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ID BY MR. FRANKEL: 

Pi Q: This internal advertising review panel is 
pi still in existence; is that correct? 

|4] A: As far as I know it is, yes. 

is) Q: I’ve noticed a couple of times you've used 
I*! the phrase "this particular panel." What other 
pi panels are there that review advertising? 

Pi A: Well, there are processes that we have that 
Pi we go through. 

(io) Q: I guess, if you could, please, run through 
(i i) those processes quickly. I don’t mean to impose 
[121 time limits on you. It doesn’t have to be quickly. 

[13] A: You know, in terms of I may not have them in 

[14] a specific order or what have you, but there’s the 
[is] internal brand process, that once the agency brings 
|[ie> it here, generally it goes through their own process 
ti7] of review. It’s then brought to the brand. 

[is] There would be the brand business unit, 

[isj various individuals input, be it their legal 
po] representative, their public relations 
pij representative. So it has to go through external 
( 22 ] relations, public relations, legal, production, as 
ps) well as the brand business unit head. 
p4j Q: Can you think of any other review for 
ps] advertising and marketing and promotion at Reynolds? 
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to A: That's all that come to mind now, but that’s 
P! a Lot and probably more than most companies go 
PI through. 

M Q: Has this internal advertising review panel 
ts] that's described in PcnncLl Number 4 always had veto 
l«l power over ads, like promotions and marketing? 
in A; As far as I'm-my understanding is on it, 


pi I Q: Did they also consider things like 
lio] u§S8i$ELn items? Do you understand what I mean 
no v^fien I say- 

t«l PlPi^iiikc you to clarify that. 

[i3i N): Have you ever heard that phrase before, 

[i4] items"? < 

(is] perhaps used thafeWpil 

rtt) I Q? In y our experience at Reynolds - well, 

* * StoaMWMcM Mi . * _ * ■"'vs— 


(it) MR. ^LLIAMS: How abO| 
(i#l s^^yl^per shaker? Does th 
po] BY Mf| 

pi] Q: Or a T-shirt or a cap ot| 
pa I'msgmng you examples he) 
pa] 4^m>q|btional items. ^ 
pi] q$Ste.mo tio napte&is. T h J 
ps] Okay Ddcs the adv 



er or salt 


you call it? 
g review panel 


in coM|fi||pro motional items |ppeiif 
pi A^Won’t know the specific'hrwjyer to that, 
p] bm O.lji ion’t know, | 

(4) o£Ist|icre an executive a te Reyno lds who is 
ts] respctpsjble for the internal advertising review 


pi A tfgfeynib uld suspea there is. but there has been 
pi suc kj M w mempt to distance RI|f?3ini marketing, 
p] gett|gg.Jibeing involved or influence 

[io] rcla tfa^JQ that panel, that I don't know the answer 
[it| to s4tatpversees that. At one time it was done 
(i 2 l through the legal department's oversight. Perhaps 
(is! nov^®§^>robably done through the external 
(M] rcla§(®l@|departincnt. But I don’t know the answer, 
(isi t &ftoWgk t me direct your attention in Pennell 
(iq Number 4, page 2, Item Number 6.And that item 
(i7] states: (Reading) 

(Ul While our policy already 

gist prohibits our advertising in 

po] publications directed 

pi] primarily to those under 21,1 

[ 22 ] would suggest that we also 

pa] take this opportunity to 

p4) review our media list. 

psi And the word "primarily" is underlined. 
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[i] Do you sec that statement? 
p] A: Yes, I do. 

pj Q: Were any of the publications that Reynolds 
w advertised in changed because of this change in 
]sj policy, to your knowledge? 
m A: I don’t recall. 

( 7 ) Q: Okay. We’re done with this document, sir. 

(si (Recess taken from 4:02 p.m. to 4:13 p.m.) 

PI MR. FRANKEL: We’re back on the record. 

BY MR. FRANKEL: 

Q; Mr. Pennell, referring again to the internal 
(i 2 l advertising review panel, were there any child 
(i 3 i psychologists on that panel, or have there ever 
(mi been? 

A: I have no idea. 

Q: Any experts with respect to children? 

A: I have no idea. 

[itj MR. WILLIAMS: Well, he said parents. 

BY MR. FRANKEL: 

po] Q: Are they paid any moneys in addition to 
pi] their regular salaries, to serve on this panel? 

|pz) A: I don’t know the answer to that. 
p 3 ] Q: And how are they chosen? 
p 4 ] A: I don't know the answer to that.This is, 
psi as I mentioned earlier, something that's done 
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[i] totally separated from the marketing department and 
[*] independent of the marketing department of which l 
pi am a member or employee of. 

[ 4 ] MR. FRANKEL: I would like to have this 
Pi marked as Pennell Exhibit 5. 

[6] (Pennell Deposition Exhibit number 5 was 

[7] marked for identification.) 

[#J BY MR. FRANKEL: 

Q: Mr. Penned, have you ever seen Exhibit 5 
inti before? 

And for the record, let me say this is also 
CX-302, "Camel Brand Review," 7/89 being the date. 

It bears the Bates stamp number on the first page 
50724 5140, and it goes through 5163. 

(Witness reviews document.) 

BY MR. FRANKEL: £ 

Q: Mr. Pennell, I'm just going to ask you a £ 

tt«l couple of questions about one page, but - so my - \o 
[ia] at this point I’m just asking if you've ever seen m 

po] this document before. s 

pi) A: 1 don't recall whether I have or I haven’t. ® 

( 22 ) Given the time frame of the document, et cetera, it 
p 3 ) is possible that I have. But I don't -1 can't 
( 24 ] look at this and look at something that's nine years 
psi ago and say that I specifically remember this 
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(i) document. 


P) 


Q: Are you familiar with documents generally 
PI known as Camel Brand Review during the period that 
Pi you were the brand manager or senior brand manager 
Pl or assistant brand manager for the Camel brand? 
l*l A; Wc did brand reviews, yes. 

[7] Q: Is this document consistent with the brand 
(*] reviews that you did? 
pi MR. WILLIAMS: Do you mean is this - does 
!io) this similar information - when you say 

(hi consent, I have no idea what you mean.Are the 
the same? 

BY MR. FRANKEL: 




u answer the quesj&pn, sir? 
AMS; No, no, no. PJ ^ 1 

BY MR. F 
answer- 
MS: Object to th 
Vague. 

BY MR. FI 


hrase. 


Ithe word 


Q; Can you answer the que 
A: Causel brand reviews wc: 
pa) the brag^fT'^ is a format that 

[24] of the §p^ry for h®S8§$ome 

[25] don 





When I was on 
ot be out 
ews were 
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ocument? 
tell you 


know who prepa| 
g at this documenO 
d it, no. 

mel brand reviews ^typically contain 
the people on thraTwKc^prepared them? 
essarily. | g|||||gf 

mel brand revie ws prepar ed by the 
i 7 by marketing resdlrefi^l 
havebeenajoinlg^Tse 
from a performance standpoint, 
uld be generated by the marketing 
Iks. But the brand reviews themselves, 
ne represents, would be pulled 
mebody in the brand, 
c person in the brand that would be 

(is] most responsible for the preparation of the Camel 

[it] brand review? 

(«j A: The person that - as a general rule, that 
[i»j would be ultimately accountable for it at the time I 
po] had the brand, who would have been ultimately 
pi] accountable for it would have been me. 

P 2 i Q: And did you have the brand in July 1989? 

[23] A: Yes, I did. 

[24] Q: Let me refer you to the Reynolds - the page 
[ 2 S 1 with the Reynolds Bates Stamp Number 50724 5152. 


[i 2 ] resea 
M3] such a 
>14) togethi 
us] Q: 



Ml A: 5152? 

pi Q: Correct.The heading - the Roman numeral 
Pl heading there is Roman Numeral Number 3.1990 
(4) Marketing Plan Summary. Do you see that? 

[s] A: Yes. 

PI Q: And then under the letter C, "Key 
[7] Strategies," the following sentence appears. It 
1*1 says: (Reading) 

PI Single-minded focus 
no) against younger adult smokers 
in) 18-24, with emphasis against 
fi 2 ] males 18-20. 

(is! Do you see that? 

[i4] A: Yes, 1 do. 

(isj Q: The reference to 18 to 24, does that refer 
[is] both to males and females or just to males? 

[i7] A: Well, it doesn't - it doesn’t - what is 
[is) typed here specify one or the other.There’s a 
;is] handwritten note above it that says mates/females, 
pci So, I mean, this doesn’t specify for the 18 
pi) to 24 year old group, the typed text, whether it is 
tzz) one or the other or both. My interpretation would 
[23] be that it is - would be both because it doesn’t 
p4] specify one or the other. 

psi Q: Do you recognize that handwriting that you 
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[i] just referred to, the "males/females"? 
p] A: Not specifically. 

PI Q: Generally do you recognize it? 

W A: Well, I mean - or generally. I don’t know 
[5] whose it is. 

[8] Q: In July of 1989, was the Camel brand's 
Pi single-minded focus against younger adult smokers 18 
Pl to 24 with an emphasis against males 18 to 20? Is 
PI that an accurate statement? 

[io] A: Yeah. I think as a share of smoker 

tin strategy, that would be an accurate statement, yes. 

[1 2 ] Q: You may recall earlier this afternoon we had 

[13] a brief discussion about the meaning of the word 
|i4| "emphasis." 

[isj A: Right. 

[ib] Q: And I notice that the word is used here, 
ini A: Correct, 

|ib] Q: Does this help you at all with the meaning 
list of the word, the ftet that it's here, used in the 
t 20 ] Reynolds document 7 
pi) A; Well, 1 mean, I sec that it is - it is 
122 ) being used here. And 1 think what is being spoken 
p3] to here as is one of the key strategies and specific 
P4) to share of smoker objectives, that the focus is 
(25) against younger adult smokers 18 to 24 with emphasis 
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01 against males 18 to 20. 

pi G: What's the difference between share of 

Pi smoker strategy and the target market? 

Pi A: Well, the target market, as I would 
Pi characterize it, share of smoker, which would be the 
(el demographic - age demographic portion of that, 
m would be one element of it. As I characterize 
(s| tSfget market, there was the demographic, the 

ic, and the psychographic aspect of target 
g.This would speak to one aspect of the 
phic market - age. in terms of share of 

king at this document, what was Camel's 
tket in July of 198 
ess reviews docu 

ed to look back thiough^he entire 
because we wer| focusing on just one aspect 
fe. So let me take a tSili^sfand do that. 

,y. Let me witbdrariu|iaugucstion and ask 
‘ferent question. * 'j . 

^/hat was 
iga^nay not refer to 

[as] thcfSScutaent, if that will h |lp I'om 
p4j roea^^i're aj^pi| to go way 

psi ipeb&jKterms ofiliPlk to rq^H&nber what the exact 
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rket was. But then 
hich was 18 to 24 
phic target whic 
the^fcpc&ifics, but there wo 
spe 
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emographic 
.There was a 
don't recall 
e been, you know. 


’descriptors in terms of whp. from a mindset 
t, those adult smoSii&Sw;re. And there 
ve been a geograptofetaaSct that would have 
|been, as I recall it, ^ti$inal with specific 
mphasis. 

when you just told me the demographic 
'ou only mentioned 18 to 24.You didn't say 
about an emphasis on 18 to 20. Is that an 
or is it something - 

You asked me to recall it as 1 remember 
iferring to this document, and that's 
how I chose to do it. 

G: Okay. Now, hearing me mention the emphasis 
on 18 to 20, does that refresh your recollection as 
to whether there was, in fact, an emphasis on 18 to 
20 year olds in Camel's target market in July of 
1989? 

A: I’m not disputing that there - that there 
was an emphasis or not. I’m just telling you that I 
do not recall there being a specific emphasis 
against 18 to 20 year olds. But I'm not disputing 



Page 182 

(U that there was. 

pi It would not have been necessarily out of 
(*1 character for it to have been - had an emphasis 
( 4 j against - of the 18 to 24, to have an emphasis 
[si against the 18 to 20 year old, because we were 
[Sj marketing our products against 18-plus adult smokers 
( 7 ) at the time. And the area, as 1 recall it, that we 
pi needed to make progress in relative to our 
pi competition was the 16 to 20 versus the 21 to 24, 

(tot based on my recollection. 

in) Q: And thinking back generally to July of 1989, 

[in did the Camel target market include 18 to 34 year 
(is] olds? I'm referring here to the target market. 

(a] A: I think from a competitive share of smoker 

[isi strategy and objective standpoint, that the focus 

|(i6i was primarily 18 to 24. But as I've referenced 

(in earlier, you can’t define yourself that tightly in 

(i»i terms of that is all you’re after from a business 

(i 9 j opportunity standpoint and be successful in meeting 

poi objectives for the brand in total.That would be 

|[ 2 il impossible to accomplish. 

pal Q: Well, did the target market in July of 1989 

[23i include 18 to 34 year olds? 

p 4 j A: As I said earlier, I believe the demographic 

psi target market was 18 to 24 year olds, as best of my 
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li] recollection. 

pj G: So, then, it was not 18 to 34, to the best 
Pi of your recollection? 

( 4 ) A: To the best of my recollection. 

(si Q: Let me ask you, in the same document - this 
(si is Pennell Number 5 - to look at page 50724 5145. 
Pi Do you have that page in front of you, sir? 
l»l A: Yes, I do, 

pi Q: It's Roman Numeral I, "Background." And 
[io] there’s some handwriting on the side which I will 
[iij read, to the best of my ability. It says: 

(i 21 (Reading) 

(is] Same phenon with females. 

(i4] FUBYAS strategy is working. 

Ins) Do you see that? 

[i«l A: Yes. 

(i 7 ) Q: Do you read that language in the same way I 
|(isi do, or do you have a different read or 
i(isi interpretation of it? 

i A: No, that’s how I would read it as well. 

I pi] Q: Do you recognize any of that bandwriting, 

(221 what I just read? 

[231 A: I don't recognize it one way or the other. 

124( I'm sorry. 

psi Cb Okay.We’re done with that document, sir. 
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{II I’d like to have this marked as Pennell 
pi Number 6. 

PI (Pennell Deposition Exhibit number 6 was 
P) marked for identification.) 

[si MR. FRANKEL: Pennell Number 6 is also 
Pi CX-247. and the first Bates sump number is 50746 
m 5862.And it goes to 5863. It’s a two-page 
Pi document- 

Pl ( j BY MR. FRANKEL: 

|io] <&;|5gs#ennell. have you ever seen this 
oil document before? 

( 12 ] AKTrWSe.sn'r immediately come to mind, no. 

US] db. Thank you. No further questions on that 
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(is] p3||g&£ou began work as ^^p^t brand 
[is] mahager o'h the Camel brandJwnat was the general 
(i7] tre|p§fli»iers market shart^W^sli trending up, 
tie] steady, or Swn? 

[i9] AjPi^|6$Psharc of market, volume rgetric share 

pil Q: Let’s sun with share of 

, it was declining. L . .. 

t about share ollffiptar? 
r rcGCfhaetion, kv-y. • M have been 


I have been 


pi during 
P! brand ^ 
w A: A 



hong smokers 
i the Camel 


(is) compc 


i9 


|was Camel’s percc^g 
period that you first 'ft 


^assistant? 
J&ssistant brand - 
at ’85/’86 period. 


o^ you read me the qurs|Snfiagain, 

Rs question read by : reportt!r.) 

^p iESS: Among Camei smokers? Among 
itwe adult smokers? Among whom? 

^ BY MR. FRANKEL: 

jfYdon’t we say among competitive smokers, 
isade&tivc adult smokers? 
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1*4] Q: Vpi^don’t we say among competitive smokers. 

l*£] A: Cfemp^ifiive adult smokers? 

[iej Q: Yts. 

(i7) A: They perceived the brand as old, outdated. 

(«] They felt the product was too strong and too harsh. 
(i*j They tended to think in a general way that it was 
poi more of an older person’s product, that that’s who 
pi) they perceived smoked it. 
m They thought of it relative to the regular 
pi] non-filter product versus the filter products that 
P4] were out there. But they also recognized it as a 
p*] quality product that had been out in the marketplace 


(i) for a long time and - but just felt it was stronger 
pj and harsher to smoke than what they preferred, 
pj Q: And what were Camel smokers’views of the 
[4] Camel brand when you first joined the brand as an 
t$] assistant marketing - what was the title again, 
iej assistant brand - 
pj A: Assistant brand manager. 

(si Q: Manager. Excuse me. 

Pl A: I think overall Camel smokers, there again, 

(ioi as a general rule, liked their product. You know, 

(ii) what were perceived by some as negatives, they 
(in seemed to perceive as a positive. You know, they 
(is) were kind of their own people.They didn’t smoke 
(i4] the brand because of its image.They smoked it 
(is] because they felt h was a good product. And they 
[iej didn’t agree that it was a hot/harsh product or 
(i7] otherwise they wouldn't be smoking it. 

(i8j Q: Was the Camel brand, for the period that you 

It#] first started in marketing, considered relevant to 

po] younger adult smokers? 

pi) A: As a general rule, no, 

pzi Q: And why not? Would it be for the same 

pa] reasons- 

P4] A: For all the reasons I just stated relative 
psi to competitive adult smokers in general. 
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(i) Q: From the time you joined the Camel brand 
ra forward, what efforts, if any, were made to change 
PI the perceptions of Camel? 

|4] A: From the time I Joined Camel when? 

PI Q: As an assistant brand manager - 
(«] A: Right. 

pj Q: - forward. If I can ask you 
pi chronologically to take me through the types of 
pi changes that were made to change the perceptions of 
tio8 Camel. 

(ii) A: I'll give it a shot.When I came on as an 
(is) assistant there was - as - there again, as I 

(is) remember it, back in 1985. an exploratory underway 
(14) to look at alternative ideas to potentially 
(is) reposition the brand, given that the current 
(iBi positioning and campaign did not seem to - to be oi 

(i7) working to the degree that it should. £ 

lie) Q: And let me just break in there for a “ 

(is) second - 

poj A: Sure. w 

PH Q.-to find out-what was the existing § 

( 22 ) campaign when you joined? Did it have a name? 
p3l A: It was - 

p4] Q: I can throw out a name, but I don't want 
psi to - 
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HI A: It was the Camel world campaign. Some 
Pi referred to it as the Bob Beck campaign . But that 
PI was the campaign that was currently running for the 
[4] brand. 

tsj Q: And was that campaign considered effective 
l*] in repositioning the brand? 

Pi A: That would probably depend on who you talked 
w tbS"But tyhen I came on to the business, it was 

' jnsidejcd to not be effective in accomplishing what 
d to do. 

now let’s get back to what -1 think 
ioned that there was one or more 
ries underway? 

there was an eaqHdjratory process, as I 
derway. And as assistant, 

t intimately involve in that process. 

iy time on Camel as 
considered and 
learning and see 
d make progress, 
renccd 
Inch Camel 
from that poster 
a T-shirt 
with 




several things 

at brand manager 

i the marketplace tooi 
jj or not, you know, pc 
One of those was -1 

ag - utilization o. 
f, taking that pii 










Page 189 
ms. 

n you think of any otfi'|t|pcploratories 
attempted while glSlrwep: an assistant 
nager on the Carn|ijj 2 rand? 
ere were, perhaps, severalViifferent 
approaches that can’t recall 

cifically as approsKhes^But recall 
es being pursued Intfcohsidcrcd, but nothing 
thing moved forwaf#&t a ing the time that I 
e brand as an assistant from a full 
ning standpoint, no. 

Nqw, are you aware of exp (oratories that 
mpted with the Camel brand during the 
at you were brand manager for More, Now, 

Em A: Well, the only - the only one I recall is 
(i7] the repositioning of the brand relative to the 75th 
(is] Birthday celebracion and the emergence of Joe Camel. 

(i»l But importantly, that was not just the 75th 

Bo) Birthday creative that was a step in the right 
[ 2 il direction for the brand from a performance 
[ 22 ] standpoint, nor was it using just the Joe Camel 
pal character. But It was a very comprehensive 
(24] repositioning and total marketing program.There 
( 28 ] was promotional programs, direct marketing that took 
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CH place.There was price promotion that took place In 
pi the marketplace. Distribution was increased beyond 
pi 
M 
(5! 

18] 

P] et cetera. 

W 
ro 


what it had been on a national basis among the many 
styles of Camel, Wc obtained much greater presence 
for the brand at retail by our sales force 
accomplishing that for us during the repositioning, 


So, I mean, it was a very comprehensive 
repositioning and performed very well, relative to 
(toi the progress the brand made across all key 
(ii[ measurements. 

(i 2 l Q: Getting back to the Bob Beck campaign or the 
(i 3 | Camel world, as I think you referred to it - 

!««l 
[IS] 


A: Yes. 

Q: - did that campaign continue until the 


(it) initiation of the 75th Birthday campaign? 

(i 7 ] A: I don't -1 don't remember the answer to 
[it] that. Don't know the answer to that. 

(191 Q; But sitting here today, you can't recall any 
poj other campaigns, other than the French Camel -1 
pii forget the word - 

[221 A: That really wasn't a campaign.That was 
[231 just two promotion tests done on a very limited 
[ 24 ] basis. But, no, I don't recall any other campaign 
psj or activity besides - before that, no. 
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(il Q: And you also can't recall any other 
pi promotions other than the two French Camel 
PI promotions that you referred to, the lighter and the 
(4j T-shirt? 

(si A: There were other promotions done. I'm sure, 

Pl but I don't recall them specifically and don't know 
Pi whether they were in conjunction with the Bob Beck 
(8) campaign or not, 

p] Q: When Reynolds was repositioning or 
(ioj attempting to reposition the Camel brand, was it 
It i] attempting to youthen the brand? 
bZ] 

(»3J 

l") 

[1S1 
( 18 ) 


U1 

N) 

h* 

» 


MR. WILLIAMS: Can you define “youthen." 

BY MR. FRANKEL: 

Q: Was it attempting to make it appeal to a 
younger age group than it had been appealing to? 

A: Recognizing that 1 wasn’t present for the 
|i 7 ] process of repositioning the Camel brand and came on 
( 18 ) board - back on board to the brand at a later date, 

(t#j 1 would characterize as an objective - ongoing 
po| objective had been to make that brand more relevant 
pii and appealing to all adult smokers than it had been 
P 2 ) for some period of time. 

P3) Q: All adult smokers? 

A: Yeah. I mean, I think that was the initial 


8 

■P, 


psj objective. And 1 think that the prime prospect that 
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[<] A: No, not chat I can recall. 

pi Q: Have you ever heard of a younger adult 

pj workshop? 

Hi A: Not that I can recall, no. 
pi Q: Okay. We‘re done with that document, sir. 
pi Did Reynolds want to reposition the Camel 
P) brand to make it relevant and appealing to first 
pi usual brand smokers? Actually, 1 want to go back. 

Pi Earlier you testified you hadn't heard that 
itoi phrase used by itself. So let me make it FUBYAS 
ini instead of first usual brand smokers. Do you 
iiti understand the question, or would you like me to 
(is) repeat it? 

iu] A: Please repeat it now. 

|is) Q: It’s been a long day, I know. 

[i«] Did Reynolds want to reposition the Camel 
(i7) brand to make it relevant and attractive to FUBYAS? 

Its) A: 1 think as Reynolds was - as Camel was 
[i«] being repositioned, the FUBYAS strategy, if you 
poj will, or theory, became one of the opportunities for 
pi) the brand, yes. 

pal Q: What other opportunities were there besides 
p3] the FUBYAS? 

p4] A: There was still clearly the need to maintain 
p5] the existing franchise.There was - no one was 
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(i] walking away from the ability to convert through 

pi other switching strategics as well. 

pi But clearly - or, in my opinion, one of 

)4j the strategics that was - was adopted and deployed 

(S) for the Camel brand during its repositioning was the 

Hi first usual brand younger adult smoker approach and 

m theory. 

1*1 Q: Precisely bow did Reynolds seek to 
Pi reposition the Camel brand to make it relevant and 
tio) appealing to FUBYAS? 

(ill A: 1 don’t know that I can answer that 
(in precisely.! think that the FUBYAS strategy was 
(is] employed relative to the creative that was used, 

[u] promotional activity and programs, as examples of - 
(is) of that, trial and conversion programs that were - 
(i «3 were developed and established. 

[i7] But there again, you know, as I’ve repeated 
tit] before, it cannot be done in a way that was relevant 
MO] and appealing to that 18 to 20 or 18 to 24 year old 
( 20 ] age group and turned off or was not a viable 
pi] opportunity among a broader group. 
p 2 ] Q: Can you think of specific strategies, 
t»] though, that were employed by Reynolds to reposition 
pi] the Camel brand to make It relevant and appealing to 
psi FUBYAS? 
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| respect to 
u understand 


rm just clarifying fopmerP^rcfer 
|brds "relevant and |tppeah|ig" than 
inactive. i. i 

iynolds want to rcpSimln the Camel 
Ike it relevant and to use your 

Ito 20 year old smqkeA’Prior to 1992, 


[i] my question was withi respect to 

Pl young^^^llt smokers. So I hopLQWi understand 
PI that, righ|? \ 

Hi A: Wei^Trn just clarifying foPmerP^rcfer 
isj to use tj|e #>rds "relevant and Appealing" than 
Pi attract olattractive. V ;. ;r;ir r 

Pl Q: DpTFStynolds want to rcp6lm&n the Camel 
Pi brand tfrmake it relevant and apfipiSiig, to use your 
pj wor<^^%to 20 year old smc^grjyLPrior to 1992, 
[io] ofcourllsP^ 

pi] A: I think if-if it's 18 to 24, 

[i 2 ] then ISiiTSb would fall into that. So 18 to 20 
[ill would bc.rL.h ave been part of it. yes. They fell in 
|i4] the des cripti on of younger adult smokers when we 
[is] were nlHpelLrig to 18-plus. 

[is] MR. F^AWuiL: I'd like to have this marked 

(it) as Pennell Number 7. 

[is] (Pennell Deposition Exhibit number 7 was 

[isj marked for identification.) 

po] MR. FRANKEL: Pennell Number 7 is also 

pi] CX-246. And it contains the Reynolds Bates Stamp 

p 2 i Numbers 50474 2407 to 2409. 

m BY MR. FRANKEL: 

p4] Q: Mr. Pennell, have you ever seen Pennell 

psi Number 7 before? 
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(i) MR. WILLIAMS: I chink he's just given you 
Pi some. Do you want more in addition to what he said 
pi before? 

[4] MR. FRANKEL: In addition to what you said 
[si before. I frankly haven't heard specific 
l«l strategies. 

tn MR. WILLIAMS: He said creatives, 
t»l promotional activities and programs, trial and 
PI dpnvcrsipn programs, 
not wlIPwiTNESS: I would characterize the 
(it} dfoativcp being a strategy against - that could 
li*i bfFlllPlfbped against the FUBYAS or whatever 
Ii3] approach. 

H4] BY MR; FRANKEL: 

PS] pS^^iy. So the creatives,there any 
[ie] themesnr motifs for the creatives? 

[IT] the whole creative ppc|ss:What docs 


^advertising look like? Wp 
it^eWr un? Et cetera.Whet 
lilfiPpnocess or the crea| 
1 mean, you don't want tp 
B YA&r if you have a FUB^ 


l*BS|he executions 
' tal^jiabout the 

siPy^u have a 
ifggtegy or theory as 


wh@t you are going tb utilize; to help you 
iht brand 8$t§>$g adufe^frivers, then obviously 
esldn't wa^^develdp-%11 of your 


t'i 

p] agair 
P) M| 
Ml as P| 
(5) 

PJ mai| 
PI Mj 

w igs§ 

P! to 

(10] Starq 

[11] doc^ 


pial, you know, mai^^P^iix dements 
Irnokers 35-plus. -Sfes 
jJlANKEL: I'd like to marked 

dl Number 8. L.. rf * 

Pell Deposition Exhibit nuiiber 8 was 
gfor identification.) pHHHl? 
pANKEL: PenneU Number.8 is a May 17 
Memorandum from Mrs?!;. Snyder,S-N-Y-I 
yjb. PenneU. It bears tekfeSinolds Bates 
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icr 8 was 


is a May 17, 
yder, S-N-Y-D-E-R, 
lolds Bates 


:r 50686 7911 to 7913- It’s a three-page 


HZ] f 4 BY MR. FRANKEL: 

[i3] Qj$lfl|Pennell, have you ever seen this 
[u] doc^P^t before? 

[is] QlJfitjirStis reviews document.) 

(is) A: It’s kind of tough to respond to your 

[i7] question of whether I've seen it before. It refers 

[i*j to numerous attachments that aren't here. But I 

ini don't know whether this was a finished document that 

poj was issued or not, but I -1 don’t recall it, but 

pi] that doesn't mean that I didn't receive it and that 

( 22 ] it was indicated it was - you know, it was sent to 

pi] me. 

[ 2 «] But I don't look at it and say, yes, 1 
[ 25 ] remember this memo from 1989. 
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HI Q: Looking at the first sentence of the 
pi memorandum on page 1 under the title of "Issue,” it 
pj says: (Reading) 

W Analyses have shown that 
is] before RJR Tobacco can 
[a] renew its share of market 
pj growth, it must generate and 
(«] sustain solid share of smoker 
pi growth among younger adult 
tic] smokers, 
in) Do you see that? 

[i 2 ] A: I see that sentence, yes. 

[is] Q: Is that sentence, in your mind, a correct 
[i4] statement, a true statement? 

[is] MR. WILLIAMS: I'm going to object. Lack of 
( 1 *) foundation. He didn't write it. 

(it] MR. FRANKEL: Let me ask it differently. 

t «l BY MR. FRANKEL: 

[i»] Q: Do you agree with that statement? 

[ 20 | MR. WILLIAMS: Same objection. 

pit THE WITNESS: No, I don’t- 

pa] MR. WILLIAMS: It has no evidentiary value. 

(23) Come on. 

[24] THE WITNESS: I don't, as a general rule, 

PS] agree with that statement. 
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( tl BY MR. FRANKEL: 

[ 2 ] Q: why don't you agree with that statement? 
pj A: Number one, we have - we have proof, as a 
[«] company, that you don’t have to meet this objective 
pj in order to grow your business significantly over 
pj time, Just among this tightly defined age group, 
pj our Dotal brand, as I referenced earlier, is, in my 
Pl opinion, a perfect example of that; that is, the 
W largest brand this company makes has grown to be 
(io] that and has done it by growing its business by - 
in] by growing its business among adult smokers 35*plus, 

(121 with relatively little or no younger adult smoker 

(iij business. tn 

[i4| You know, it - also in this document that 

[is] this person wrote - whether it was issued or not. I 

[is] don't know - but what is here goes on to say that 

(i 7 ] the only way that can happen, down there further u> 

(isj is - Is that you have no loss in franchise loyalty ® 

(i«i or - it also says that in order for that to happen, 

[ 20 ] you've got to the have no loss in franchise loyalty 
pt] or buying rate, no loss in share of savings - or 
(221 share of smoker among other age groups, and no loss 
(231 in competitive usage or volume. 

[24] So, I mean, to answer your comment about do 

pg 1 agree with that broad stroke statement, I think__ 
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(D that for some brands that is an opportunity to grow 
pi its business over the long term, but some other 
pi things also have to play. You can't just accomplish 
pi it there. And I don't believe that every brand has 
js) to do that to be successful in the marketplace. 

(Si Q: The example you gave of the exception to 
pi this statement was the Doral brand. And the Dotal 
pi brand is a savings brand, correct? 

A? ThatVicorreci. 

tement had been limited to 
e brands, would your analysis change? 
essarily. 
iJWhy that? 

, as I referenced earlier, there have 
things that stay in|chg|k;in order for 
ategy to work or tljifkaternem to 
te, the ones that I read 

^ 8 «wsr 

(«s) ago that aresfeferenced on this 

(tag Aj^^pbther reason is - is 
poj belie^Si^atibne could utilize p: 




a minute 
cument. 

otion, not 
basis in 


pil on a Sustained basis, but on a te 
pzi and out in terms of its opportunity and .still grow 


paj their bi 


p*i 


(25i of late 



i<) 

pj 

P! 

w 

IS) 

(5) 

m 

pi 

pi 

| 10 ] 

itU 

im 

itii 

i«J 

(15) 

[t«J 

pn 

it« 

(<#i 

poi 

PU 

pzi 

(Ml 

124] 

P*J 


in mark! 
pi observa' 
Pi growth 
(4i promotii 
i$] brand s 
(Si think it 
pj brand. 
jsi Q 
pj with J 





s a full-price bran 
and continue to st? 
,se they have gonc^ 
'ut not a day-in/day- 



to make that hapj|KSIHSfc£ don’t 
be that way just' 


? pnee promotion 
, is that a lower 


Page 

personal 
ct share 
used a price 
ced price 
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(ioi it an ad 
lit] purcha 
(i 2 i utilitarian 
M3] A: Ye 
|i*l get peo 
(isi to buy 




al Incentive given to smok 
Iboro. for example, coupons or 
ms? Do you understand my question? 
ee them all as being incentives to 
buy more Marlboro cigarettes, smokers 
lboro cigarettes. But to give you 
(isi specific Ixamjpfes, part of that is price reduction 
[in at retail for a specific period of time. Part of 
[isi that is, you know, multiple and a lot of buy four 
(i#j packs/get one free or buy rwo/get one free type 
poj promotions. Significant direct marketing activity, 
pij some with coupons, et cetera, would be examples of 
P 2 ) what I'm talking about, 

P 3 i Q: Now let me refer you to the last page of 
P4j this document of Pennell Number 8. And it has the 
psi Bates Stamp Number 50686 7913. 


m 

pi 

pi 

M 

JS! 

(«] 

PI 

t»l 

PI 

JIB) 

l"l 

im 

[131 

I«1 

t'5] 

JIB) 

tm 

1131 

m 

poi 

pil 

m 

m 

p«j 

p*i 


The first question: Do you see the 
signature above the typewritten name Steven L. 

Snyder? 

A: Yes. 

O: Do you recognize that signature? 

A: No. I mean. I'll assume it's Steve's, but I 
don't recognize it. I wouldn't know his 
handwriting. 

Q: You stated earlier that you weren't sure if 
this would be a draft or a final version of the 
memo. Is it typical for people to sign drafts and 
circulate them? 

A: Well, I don't know that it was circulated. 

But what is missing here is the attachments that arc 
referred to throughout this document then. 

Generally speaking, for something to be issued it 
would - and refer to attachments, should have the 
attachments included. 

Q: Is that- 

A: And this doesn't. So, I mean, like 1 said, 

I didn't say this hadn’t been issued. I said I 
couldn't tell whether it had or hadn’t. And the big 
Issue for me is - is that it refers to attachments, 
and they're not there. 

MR. WILLIAMS: Maybe it wasn’t Issued in 

Pag# 203 

that form. How about that? 

BY MR. FRANKEL: 

Q: Is the lack of attachments the only reason 
why you are not able to say whether it's a draft or 
not? Or is there some other aspect of the document 
that leaves that question in your mind? 

A: No. 1 mean, that would be the one that 
would - you know, that comes to my mind or makes me 
wonder whether it had been issued or not. 

Like I said. I’m not suggesting it wasn't. 

1 just don't know whether it was or it wasn't.The 
attachments aren't there for me to fully respond to 
the document. 

Q: Again, referring to the last page of the 
document, Pennell Number 8, it says in the last 
sentence before the signature:(Reading) 

Cliff, I will continue to 
closely monitor Camel Ex 
Regular’s in-market 
performance among YAS and will 
advise you of any change in 
the brand's performance among 
this group or on their 
resultant contributions to 
Nielsen retail share. 
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tn Q: Do you know anything about the target 
pi audience for the French Camel in France? 
p) A: Nothing. 

pj Q: Do you know what the legal age was in France 
(s) for smoking during the use of the French Camel in 
(si France? 

Pl A: No, I don't. 

PI Q: Was the French Camel ever used as a model or 
pi e^ mple^y Reynolds for the creation of advertising 
|to] h ate in ti e United States? 

(i i] /vrrdon't know the answer to that. 

ji 9 ] IcyArgyou familiar with Trone Advertising? 

pa] jpyfffl know who Trone Advertising is. 

(t*j <|^W|$n you were involved with the Camel brand, 

Sis] di fTip y 

pa] assistant 


’e.also have any invo 



[i7] :A&t£ te t>whilc 1 was an assiaam 
its] assistant |pand manager, no.'fKffj 
t<9] pc$%4j&u I came back on Ira 
pot af^^^^35th Birthday position? 
pn TifenTmbved my - the busing 
pa] Erickson as our agency of record 
pa] Q:%pr<w ; id you moved th<|lbw 
p<) A; gnat '^orreccXhf dcci^jgj 
P5) Q:iAmrVou ma<Kll|t deefipj 


with the Camel 

rketing or 
I for a brief 
unei brand, 
t cetera. 

c fully to McCann 

: 

jss back there? 

$ made. 


m ms- 
m M 

p) movf^ 

M A: * 

|5] busing 

[6] Ericks 

pi belicV 
Pi works 
p] thepPj 
[io] at the* 
[in Q: ] 

(121 A: I 

[!3| I woui 
(i4| what 
[is] Q: ’ 

[i «3 with x 


|l made the recom: 
iWhy did you make 
gm Trone to McCai 
[McCann Erickson 



|rone was working $mlm<|vith McCann 
[ believe was the waythaul'orked. I 


I needed only to f 
tand that McCann l| 
|tiai to give me theis 


me agency to 
i»§was demonstrating 
.^put of work 


[iH Q: WB# f thcre any problem withTrone's work? 

(i 2 l A: f^W&oldn't characterize it as problematic. 

[PI I woujLcJpracterize it just not as effective as 
(i4| what fjvasrgetting from McCann Erickson at the time, 
[is] Q: ffihoV gre you most involved with with Trone 
[i«] with i^rolo Camel advertising? 

[i7] Ar Oh, gosh. 1 don't recall the folks that I 

[is] interacted with there in terms of who their account 

[i»i folks were and their creatives.I just don’t 

poi recall. It's a long time ago, and it was a very 

pi) brief relationship. 

p 2 ] Q: Does the name Mr. Irons ring a bell to you? 
pn A: Irons. 

P4] Q: I-R-O-N-5. 

psi A: Vaguely I think that might have been one of 
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til the creative folks. But that just was a long time 
P) ago. 

pj Q: So you don't recall? 

Pi A: The name sounds familiar but I don't recall 
pj what he did with them, 
pj MR. WILLIAMS: Can we -1 need to stop for 
p] one second and get my parking ticket validated 
pi before 5:30. Do you have yours done? 
p; MR.FRANKEL: Yes. 

(io) MR. WILLIAMS: Can you hold on just one 
ini second? 

(t 2 ) MR. FRANKEL: Yes. Let's go off the record, 
rial (Recess taken from 5:13 p.m.to 5:16 p.m.) 
in) MR. FRANKEL; Okay. We're back on the 
(isj record. 

pa) BY MR. FRANKEL: 

(i7) 0: Was the French Camel ever used by Reynolds 

(isj in focus groups? 

(is] A: I don't recall whether the French Camel, 
pa] that specific French Camel, was ever shown in focus 
pi) groups or not. 

psi MR. WILLIAMS: You know, we've been all 
psj through that with the witnesses who were there in 
p4] the focus groups. Ask this guy something that he 
[25] knows about.You've already got your answer to that 
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>n,ycs. 

immendation to 
;on? 

er off the 
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It] from other people. 

P! I mean, you don’t need to repeat the same 
Pl questions even though it's in your outline.You 
(4) have the answer to that question, 
pj BY MR. FRANKEL: 

pi Q: Were the French Camel lighter and T-shirt 
in promotions successful? 
pj A: My recollection is - is that wc did feel 
m that they were successful. 

[io] Q: Can you think of any higher participation 
in] rates for any freestanding insert promotion that 
[isj preceded the lighter and T-shirt promotions that 
[«) were more successful than the French Camel lighter 
[uj and T-shirt promotions? 
psi MR. WILLIAMS: Let’s have that back. Linda, 
psi It's getting late in the day. Higher and more 
(it) successful? 

(it) (Previous question read by reporter.) 

(it) MR. WILLIAMS: I'm going to object as vague 
poi and too long a question to be asked at 5:30 p.m. 
pi] Incomprehensible. 

[221 THE WITNESS: The program, as I recall it, 
p3) was - 

p«l MR. WILLIAMS: Well, just - no.You’ve 

ps) already said you thought it was successful. Now - 
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t'l 

P! 


THE WITNESS: Right. 

MR. WILLIAMS: Let's not repeat that. Okay? 

P) He's asked the question, something about higher 
W participation rates, more successful, prior to this 
is) promotion, 

!«) MR. FRANKEL: Actually, I’ll withdraw it and 
m start again. 

[«] ^R. WILLIAMS: AU right. 

PI f | 8Y MR. FRANKEL: 

t*®l wildly. How did the freestanding insert 
(u| rejpponse rate for the French Camel lighter and 
|tz| Tf JjJMpibmotions compare with previous 
nding insen promotions? 

.LIAMS: Did we establish it was a 
promotion? 

NKEL: Freestanding insert. 

IAMS; Insert propbjjprill didn't 

s. 

NESS: It was a media-dc rered 
e test, yes, as I re 
I mean, I don't remembe 
[ 2 z] whaMl^c you, but - 
P3I MpjWftjSjAMS: If you doni 

TH§SaTNESS:^|mca 
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psi I 



embers 


?mpa 




iparing it or 


[ Cliff- 
on’t - 

t to previous ones or 
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t suggesting we 

BY MR. 

u think of any huperparticipation 
ny freestanding in sen promotion than the 
mel lighter andT-smrtpri3piotions? 
lon’t know. 

LIAMS: He said hC|dUhii'trecall. 
t compare. 

NESS: No, not th ^aajfeplijln 't 
jjl don’t recall us comparing. But I 
n't remember us - it being higher. I 
en remember what the exact results were. I 
was thirteen years ago or twelve years 
['*! ago 'S^^that test was run. 

BY MR. FRANKEL: 

Q: Was there ever any concern at Reynolds or 
[in expressed to Reynolds that the French Camel might be 
(i*I attractive to kids? 

ft*! MR. WILLIAMS: That’s a compound question. 

120] Object. 

pij THE WITNESS: I don't recall any discussion 
(271 relative to the French Camel as I've defined how I 

[23] see that as being that, no. 

[24] BY MR. FRANKEL: 
tasj Q: Is my understanding correct that the French 
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Camel T-shirt promotion was originally intended to 
be a one-time promotion? 

A: My recollection is that it was intended to 
be a test to see what happened when we ran it. I 
can't speak to whether or not it was intended to 
just run for that test and then one other time or 
that be it and whatever. I don't recall at all. 

Q; And was the test successful? 

A: As I said before, I believe the test was 
successful. 

MR. WILLIAMS: Asked and answered. 

BY MR. FRANKEL: 

Q: Was there any intent at the time of the 
Camel T-shirt promotion to consider it as a 
potential concept for future executions? 

MR. WILLIAMS: Do you recall? 

THE WITNESS: Not that I recall. 

BY MR. FRANKEL: 

Q: I think you testified that when the 75th 
Birthday celebration began, you were not with the 
Camel brand; is that correct? 

A: That is correct. 

Q: When you came back to the Camel brand as 
brand manager in April or May of '88 - was it? 

A: Correct.Yes. 


Page 215 

Q; '88? 

A: That's right. 

Q: Was the 75th Birthday celebration ongoing? 

A: In process? 

Q: In process, yes. 

A: Best of my recollection, it was just winding 
down. 

MR. FRANKEL: I would like to have this 
marked as Pennell Number 9. 

(Pennell Deposition Exhibit Number 9 was 
marked for identification.) 

MR. FRANKEL: Pennell Number 9. which just 
has been handed to Mr. Pennell, is a September 27, 

1988, memorandum from M. P. LaBrecque to Mr. G. C. 
Pennell, regarding "Camel June Toll-Free T-shirt 
Offcr.The Final Results." And It bears the Bates w 

Stamp Number 8743 through 8746 and the Reynolds m 
B ates Stamp Number 50688 3924 through 3927. w 

v V0 

(Witness reviews document.) 

BY MR. FRANKEL: £ 

Q: Mr. Pennell, have you seen Pennell Number 9 £ 

before? 

A: Probably, yes. I mean, 1 just - I’m going 
back to 1988, but I remember this promotion and 
would like to comment that this is a different 
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[ij promotion that this is referring to than the French 
pi Camel T-shirt test and lighter test that was done 

pi back in the '85/'86 period. This is a totally 
[4j different - this was an extension of something that 
[si had already been put into place relative to the 75th 
(si Birthday. 

m Q: Was this particular T-shirt offer 
m successful? 

PI A: My overall recollection was. yes, it was 

[10] SUC &ES&fe# ' 

[11] C^-Up until September of ’88, had you ever seen 
|i 2 ) aT- jfajp»g^ r at Reynolds that had a redemption 
[i3] ratdjpf 24 percent? 

|lAMS: Controlling for all other 
jual? ; 

JESS: I don't recalHHat wfe had 
jai comparison or^done'^iyihing. So - 
BY MR. I 
1 correct in reac 
gjred as 2,008,OOOTJ 

pi] 198§? 

[22) MR.^WILLIAMS: Two millior 

MR.;^tW^EL: That's my qi| 

TH^SfllNESS: I donltremei 



K L: 

umber of 
y August 31, 



er is.Tbi 



d be 



,008,000. 
at the 
remember 
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m. If I'm not 
'aHt did not 
vc you and 



big and expensive 
ran into the problc 
jle supply lasts" or 
ginning and cm 
ere was commitmh&YTSSlqpany wide to meet 
at were placed. 


BY MR. 
ig at the first page f 
[e of the page, I se 
unit." Do you see 


’ou describe what that refers to? 
e it’s referring to a - a spread 
gazine that when you open it up it pops 

if considered an effective way to 
[in reach younger adult smokers? 

[it] A: I think that it was considered an effective 
[is] way to break through the clutter to reach adult 
po] smokers in general. In fact, I think it was the - 
pi) I may have the building wrong in New York - the 
[ 22 ] TransSouth Building or what have you. that did a 
pa] pop-up that 1 think led to this example of doing 
ptj this back then in terms of some of the discussions, 
ps] But to have something - you open a magazine and 
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tU have something pop up at you was considered a 
Pl high-impact opportunity, not only among adult 
pi smokers but also among adult smokers in general. 

W MR. WILLIAMS: What about the TransAmerica 
[S] building in San Francisco, 
m THE WITNESS: San Franclsco.That's what it 
[7] is. I knew it was somewhere. Sorry. 

P) BY MR. FRANKEL: 

is) Q: Do you know what the TransAmerica building 
no) pop-up was trying to promote, what product or 
ini service? 

[i 2 ) A: I think it was - there again, I think it 
[i3| was their -1 just remember that they ran this - 
jn) it was my recollection that they ran this huge 
[is) pop-up. And it's an example that I would use 
[is] relative to a lot of people remember having seen 
[i7| that. So I thought maybe it would help explain what 
{is] a 3-D pop-up unit is. 

[!•) Q: Again, do you know what the TransAmerica 
po pop-up was trying to promote, the product or 
pi] service? 

[ 22 i A: No, I don't remember that. 

[23j Q: I note that under the age breakout portion 
P4| on the first page there's a reference to 61 percent, 
PS) 21 to 34 year olds. Do you sec that? 
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Ml A: Yes, I do. 

pi Q: What procedures did Reynolds implement to 
pi verify the ages of the people back in September of 
Pi '88 and earlier to ensure that people under the age 
[q of 21 were not receiving T-shirts? 

[6] MR. WILLIAMS: Is it illegal to receive a 
m T-shirt if you're under 21? I'm just asking. 

W THE WITNESS: Well, I mean, 1 don’t - I'M 
p; answer the one question first, 
no) MR. WILLIAMS: No, no.Answer his question, 

j[ii] THE WITNESS: I do not know the specific 

[i 2 ! procedures for this specific promotion back then in 

[13) 1988.1 believe that it was a toll-free number that 

[14] you called into, had to provide information on. And 
[is) I don't know what the qualification process beyond 

[i«] that was. I just don't remember for that promotion. y, 

li7) But I do know that the offer was clearly 
[i«! stated that you must be a smoker 21 years of age or 
[i9] older, which, when qualified from that standpoint, 
po] initially, you know, was - would be reinforced, 
pi) What steps took place after the initial phone 
[32] qualification, I just don't remember for this 
pi) promotion. 

P4] BY MR. FRANKEL: 

ps) Q: So you don’t know, for example, whether 




oo 
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[i] there was any written materials that went between 

PI Reynolds and the people who obtained the T-shirts? 

A: I just don't -1 just don't recall, no. 

MR. WILLIAMS: You mean other than in the 


Pi 

w 
(si ad? 


MR. FRANKEL: Other than the ad. 

BY MR. FRANKEL: 

Is^that right? Other than the ad? 
j.A: I djn’t recall. That’s correct. 

>w, turning to the second page of this 
S cumeg t, Pennell Number 9,1 note at the top 
Isize breakout of shin orders. Do you sec 



,Ido. 

I note that there'si 
M, and S. I assume 
.large, medium, $: 
:t's correct.That's 


>n't have any other 
PM document.Thank you. 

cc now to turn to 
singlcampaign. Wh o 



e letters 
leans, 

;t correct? 
uld assume, 

on this 


erfe th£ people most 
od marketing 
oe Camel campaign? 




I think you defined earlier in the 



ss,is - is 
f5th Birthday, 
inhday.And 
I wasn't real 


i as - 

[ reason I’m confus< 
rere just talking at 
|amel was part of i 
: turning to Joe < 

jad left one versus the other.That's all 
; for clarification. 

3kay. So, in your mind, the 75th Birthday 
^n is part of the Joe Camel campaign: is 
set? 

icjoe Camel character, yes. 

(is) Q; Who were the people most involved in the 
(in types of promotion and marketing that would be 
li«t employed in the Joe Camel campaign? 

(id MR. WILLIAMS: I know it’s late, but just 
pc) based on other things, first of ail, we have a long 
PM period of time on Joe Camel. Secondly, you know, 
pal Dave lauco gave you all these different things that 
P 3 ] were done during the Joe Camel marketing campaign, 
Pd including, you know, things like, you know, product 
ps) development and that sort of thing. 
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PI So r just know we’re getting extremely broad 
71 in all of this. And I think it would be very 
pj helpful if you could focus it in some way. You’ve 
(4j got a ten-year period and so many different things 
is] going on in the marketing campaign. We need to 
[6] define it as marketing as opposed to advertising or 
pj creative or imagery. 
w BY MR. FRANKEL: 

(S) Q: Well, again. I’m asking for the people most 
[ioi involved. I'm not asking for every person involved. 

(iii in your mind, who was most involved in the 
It 2 ) types of promotion and marketing that would be 
(i») employed in the Joe Camel campaign? 

[i 4 | A: The promotions and marketing or promotions 
(is) in marketing? 

(i*) MR. WILLIAMS: He said promotions and 
(i7) marketing. 

(is) MR. FRANKEL: Promotions and marketing, 

(i») three words. 

Roi THE WITNESS: Well, that would be everybody. 

PM in my mind, and the only way you could answer who 
(221 was involved would be to take everybody who was on 
B 3 l the brand business unit during any point in time 
PM between 1987 and today - or till - while he was in 
ips] the marketplace. Because, I mean, you are - you're 
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PI talking about - when you talk about the 
pj repositioning of the Camel brand and put it in the 
PI context of Joe Camel campaign versus Joe Camel 
(4) advertising - because that was one element of it - 
tsi you’re now talking about all advertising, ail 
(6j promotion, retail, direct mail, event marketing, 

PI product - existing new product development, line 
Pi extensions. I mean you're talking about every 
( 9 ) marketing mix element when you define it that way. 
i(io] And if we talk about just the creative 
pi] itself, then that would be one marketing - one 
[121 aspect of it, or certainly a smaller piece. o’ 

I,u, BY MR. FRANKEL; £ 

[i 4 ) Q: Weil, I was asking for the people most ® 

list involved, not everyone involved.And in your ^ 

|)iei mind- £ 

It?) MR. WILLIAMS: He's saying it’s impossible to 

(iB) to differentiate. All of these people weren't a 
t«j hundred percent of their time or whatever doing on 
poi this. 

PM THE WITNESS: If I had to choose somebody to 
| ( 22 ) narrow it down, I would say take whoever the brand 
p 3 ] manager or senior brand manager or VP of the brand, 

,74) director or VP, depending on - but the one person 
|ps] who had single accountability for Came) at any point 
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li| Fran Creighton. 

ra A: Well, I would think that person who has got 
is] the single highest level of hundred percent 
(4i accountable for the Came) brand. Anybody above them 
[si would have that plus something else. So when I say 

[6] single highest person fully devoted to Camel, that 

[7] they would be involved in that process, you know, 

[8] for sure. 

pi There would be somebody at the advertising 
[icq agency that is bringing the creative.There would 
[in be whatever assistant might be assigned to - or 

[ 12 ] manager, depending on the structure of the brand at 

[13] the time - that would be assigned to the 

[ 14 ] advertising. 

[»s] So, I mean, when you ask specifically about 

[is] ads, that would limit down the number of people who 

[t7] would be specifically involved In It. 

[i8] Q: What about promotions? 

[ib] A: It would depend on bow a business - a 
pci brand - the Camel brand has been structured at any 
pi] point in time when Lynn had it versus I had it 
pzi versus Ned had it, et cetera, versus Fran right now. 

[23] I don't know how she specifically has it broken out 
[24| from an organizational chart of who’s responsible 
[25] for what. 
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[ 2 ] MR^^KlAMS: No. He said niSs^incapable 
Pi of ans^|g|g that broad a quesbgiifte said if you 

[4] need certain names, he'll narnlhSKirB&nd manager and 

[5] then these brand mjlHagc?^ 

[6] THEW 17 NESS: These are tfi& La4i^ uals that 
Pi have,|gy^ best of my recoUecnon, single point 
|g] accatMtth|ity for the Camel qiinfPmjm the 

Pi reposfiao.vig of the brand up ^^p^ugh today. 

[ioi MR.Jil^LlAMS: Last year. f * 

[11] TH^^gJSJESS: Or until - well, from a Joe 

[1 2 ] Came^standpoint, for as long as it was in market, 

[is] but ...p§§§i 

,,«] BY MR. FRANKEL: 

[is] Q: still some Joe Camel marketing 

[is] going on today, isn't that correct? 

[in A: If there is, I’m not sure what it would be. 
tm Q: Well, are you familiar with a - are you 
[i» familiar with a nostalgia catalog that's presently 
pen on the market with respect to the Camel brand? 

[ 2 i| A: Not really, no. 

[ 22 ! Q: Who were the people most involved in 
pa deciding which ads to run in the Joe Camel campaign? 
pa) Would it be the people you just listed, or would it 
[25] be someone else? Lynn Beasley, yourself, Ned Leary, 
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[ij You know, when I had the Camel brand, as I 
pi recall it, you know, there was somebody who worked 
PI with me on advertising, there was somebody who was 
[4| responsible for the promotional aspect of, somebody 

[5] was responsible for the product aspect of it and 

[6] different elements. And they would route around 
Pi periodically for their own development. 

[$] Q: So these people would make recommendations 

[9] to you, and you would make decisions based on their 

[10] recommendations? 

[11] MR. WILLIAMS: Which people? He's already 

[1 2 ] given a list of names of people who preceded him and 
[is] succeeded him. 

[i4] MR. FRANKEL; He just used himself as an 
[is; example. 

[is] THE WITNESS; Yeah, if you're talking about 
[i7] during the time that 1 had it. It would never work 
[til just one way. Sometimes 1 was intimately involved 
[t8] in the entire process. Sometimes ideas would be 
[ 2 oj brought to me and recommended. It just - there was 
pi] never -1 wish there was. It would make it a lot 
[ 22 ] simpler to explain or, perhaps, even a process to go 
pa] through. But there was never this finite;This is 
p«] the way this process worked every time, 
psi MR. FRANKEL: This is Pennell Number 10. 
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ttached to it, or 





Pl up iny| 

W Q: JP 

ra advet^ 

w woulgy 

Pi meas ag . 

pi Aiit. wo uld - that would ddpf|B;%iere would 
pi be a fot o^judgmcnt in that wW^fea^ative to 
[ioi otherlliertising vehicles that were being used in 
(it) the g&«ynarketplace at the time. Whether or not 
(15 we fi^pnat it adequately represented the brand in 
(i 3 l the the context that we wanted to consistent 

(i 4 ] with $|&^psiuoning of the brand, cost of it 
[is] versu&^ft&a^an, it just would - in an instance 
[isi like this be a tot of judgment that would be 
(in involved in deciding whether you continued to do it 
[is] or not. 

|i»l Q; So you do not know whether aerial 

po] advertising was ever done for the Camel brand at any 

pij time? 

122 ] MR. WILLIAMS: He just said he thought there 
pal was a test; be didn't know anything more about it. 

124 } MR. FRANKEL: Other than the test. 

PS) THE WITNESS: I Just don’t remember what 


imething other tbar|gg*&|§i 

hat test would be actiiallyjiaving it go 

|ir and be utilized, 

if there were a testoTaenal 

|, how would the tesTbTrHpasurcd? How 


i success or non-suc 


at test be 
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01 beyond the test was done. I just don’t 
pi remember. 

P1 BY MR. FRANKEL: 

( 4 ) Q: And do you know what the banner was, what 
pi the banner said or depicted that was used in the 
( 6 j test of aerial advertising? 

Pi A: 1 don’t recall specifically, no. 

Pi Q: This was during the period of the Joe Camel 
PI campaign; is that correct? 

[tot A: Yes. 

Oil MR. WILLIAMS: Is your question whether this 
02 ] was Joe or not flying up in the air? 

H 3 j MR. FRANKEL: I’d like to get to that. 

MR. WILLIAMS: Well, get to it. 

BY MR. FRANKEL: 

Q: Let me ask you that. Was there a picture of 
071 Joe Camel on the banner? 

A: Possibly. I don’t recall. I’m trying to 
[isj remember how these banners worked and everything 
pus else.That would have probably been judged to be a 
pi] tough read on a banner being pulled behind an 
[ 2 z] airplane with the Camel character. I would imagine 
(231 it was probably words. 

(24] Q: It was - 

[ 2 s] MR. WILLIAMS: Probably words. 
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BY MR. FRANKEL: 

[5 Q: So words would be easier for people to see 
pi than pictures? 

[ 4 ] MR. WILLIAMS: No. It’s just easier to fly 
(si a plan with words than pictures. 

[ 6 ] THE WITNESS: The banners that were being 
17 ] pulled - and I’m just trying to remember this - 
pj this - this was a small fish in a big sea of 
pi activity going on for Camel, in terms of what was - 
[io] what we did. But specific to it -1 mean, it was 
in] panel banners that flew behind a plane, and I can’t 
[i 2 ] recall whether we used the Joe Camel caricature or 
(isj not. 

„ 4 | BY MR. FRANKEL: 

(isi Q: Was the test run in a summer resort area? 
lit] A: I can’t remember where that test 

[1 7 ] specifically was done. Sorry, 1 just can’t. 

(1 8 ) Q: Is it your experience that kids go the 
tist summer resort areas and to beaches? 

po] MR. WILLIAMS: Do kids go to beaches? 
pi] BY MR. FRANKEL: 

(221 Q; And summer resort areas. Is it your 
pa; experience? 

( 24 j A: It’s my experience that all age groups go to 
PS] summer resorts and beaches. 
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(il Q: Have you already testified as to who G. G. 
pi Strauss is? 

PI MR. WILLIAMS: Yes. 

i*] THE WITNESS: Yes. I think it was 

is) referenced earlier that he came on at some point in 

pi '89 as a marketing assistant. 

[7] MR. FRANKEL: We’re done with that document. 
PI Thank yoy. 

p) ?^. WILLIAMS: We’re getting pretty close to 
noi six.^ B&aass m wrap up? 
ini HfflTrflANKEL: At six i’ll be done. 

1 * 2 ] ^f^^^-IAMS: We're going to start at nine 

[is) o’clock tomorrow. I thought it was all right with 
[uj youj^ gogtout of here. I’ve goi to make another 
[is] calllmfux till six if that’s your cfeai^nd 
[i6j Nm^TlwJKEL: I’d like to gelphrough as 
[in mu^^^tn. »*-■ ^ 

[is) MR. WILIAMS: Ten more 

[i9[ ^RlJp^iNKEL: I’d like to hswe@ns-parked 

poj as r^^^fumber 1 1 . 

pi) (Pennell Deposition Exhibi^^^^r 11 was 

[ 2 ?i marke^for identification.) 1 
mi BY MR. 

0:1 


r 11 was 


BY MR. 


fi) Jr„ Sanders and Mr& frXJ&e nncll. 

( 2 j regardlaggP'oluinc Impact of camei VAS Share Growt 
Pl It also£S|ar| the Bates Stamp NiyppilP50878 4399 an 
Pi is a one^fe document. 

[si Mrfpeo&cll. my question ever 

[6j seen t hiTao cumcnt before? L .J 
m O^imesl reviews documents v 
[6] A: Imfbing to assume - |§§lfill| 

Pi AM5: Hold on. I wp^^»ad 

[ioj throughputs first, because this & imeresting. 

[uj MR.#Sm)|KEL: Can he answer the question? 

[121 MR. will&AMS: I’ve asked him to hold off 

ii») until r||ygad the document. 

(i4) MRjfjKEL: Okay. 

[is) THE AVTfNES S: I’m going to assume the answer 
[i6) is yes rormeon this because I see my Initials up 
[in here on the top left-hand corner, where it appears 
[is) that I issued this to - which was sent to me along 
[i9i with Rick Sanders, to who would have been, I guess, 
po) my direct reports, though I can’t make out one of 
pi) them’s name, in terms of put the initials to a name, 
[221 in response to having received this document. 

[231 BY MR. FRANKEL: 

[24) Q: Is the handwriting in the upper left portion 
psi of this document yours? 


[9) MWV 

[ioj throug 
[uj MR. 
[i2l MR. 
[i3) until 1‘ 
[uj MR. 
[is) THE 
[i6) is yes 1 
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in A: That’s what I believe to be mine, yes, 

Bl seeing my initials there. 

pj Q: And you recognize the handwriting 7 

W A: I believe that to be mine, yes. 

[si Q: What does "HBM" stand for? 

[6] A: 1 believe that is Hunter MacFariane. 
p) Q: And "MWL"? 

m A: I can’t place who that individual is. 

19) Q: And "GSS”? 

[ii» A: I believe that’s Greg Strauss, G. G. 

(ii| Strauss. 

[i 2 ) Q: And those arc your initials, the "GCP." 

[i3i A: That’s correct. 

[uj Q: The "MWL," is that Mark LaBrecque? 

[i6i A: It could be. 

[i6i Q: Do you know if his middle initial is W? 
tm A: I don’t remember but it could be. 1 just 
[it) can’t make out MWL. I’m sorry. 

[i9) Q: Was Mr. LaBrecque working with you in 
po] February of 1989? 

[ 2 ij A: I don’t recall that. 

| 22 ) Q: Looking at the five conclusions stated in 
[23] Mr. Hall’s memo, do you agree with those 
P4] conclusions? 

ps] MR. WILLIAMS: I’m going to object here. 
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S Share Growth." 
>0878 4399 and 
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[t] because those conclusions are drawn from a memo 
pi that - Exhibit, 1 believe, 4l or 43 to Diane 

[3] Burrows' deposition. And I think it’s unfair to ask 

[4] him to characterize these conclusions when a more 

[5] detailed explanation of all of these is set forth in 

[6] another document. 

[7] BY MR. FRANKEL: 

[6] Q: And your answer, sir? 

E9] A: Well, I mean, 1 can’t - 
[to] MR. WILLIAMS: Given - 
[iij THE WITNESS: I can't summarize her 
[i 2 ] conclusions as it’s put here and agree with them or 
[is] disagree with them without the attached analysis, 
(uj MR. WILLIAMS: What I'll suggest here is 
tm let's show him Diane Burrows - because I have it 
[i6i with me - her memo on these five issues and ask if 
[in he agrees with that.That's fine. But to take 
[iBi conclusions out of context, or just present the 
tin conclusions without the basis of it is just unfair, 
pot BY MR. FRANKEL: 

pii Q: Do you agree that Camel’s 1988YAS share 
[221 gains are real? That was 1988. 
pa) MR. WILLIAMS: And that's the basis for my 
p4) objection. That's her conclusion, and she states 
ps) what she means by "real." This Is just parroting 
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[ti Diane Burrows'memo. 

jz] BY MR. FRANKEL: 

PI Q: Your answer, sir? 

Hi A: Well, as I’ve already stated, it is tough 
is] for me to agree or disagree with the summary of her 
tel conclusions without seeing the analysis that they 
m referred to being attached. 

let me ask you it this way: Were Camel’s 
988 shlare - no, start again. 

mel experience share gains among 
ger adult smokers in 1988? 

recollection is that we did, yes. I’ve 
(i3) itated that. 

king at Number 2p/ tho5e conclusions, do 
e with that? . J|g|g| 

ILLIAMS: Same obpdtion. 

BYMBdFFWRKEL: 
answer? 5 • ; 

m’t agree or disagr< it on the 

ion that 1 have. 

ILLIAMS: He's not j do that 

[ 22 ] unJ$§s you give him 
(Ml 

I that 
irou can 





KEL: 

cse, is that 
. any of them? 




ILLIAMS: Listen, I’ 

Jurrows memo tonii 
St. And if you have 
relpful. 

BYMrfnTO^EL: 

[ your answer to estion, sir? 

|h, I mean, 1 cannot|rcsj>on(J to agreeing 
geeing with her conlf§|iim| without seeing 
is that’s attached.same was the 
[the first point as will. It's just you 
j>f - was there share of smoker gains, 
i put it in the context of are they 
pt real or what have you, as is stated 
in't even do that without seeing the data. 
J, did Camel experience share of 
(is; snooker gains? 

1173 A: I believe they probably did, yes. In total, 
li»i yes. 

(HI Q: And were those smoker gains consistent with 

poj Camel's share of market gains? 

pij A: I can’t answer that. I don’t - 

pa] MR. WILLIAMS: Let’s not play games. 

(23) THE WITNESS: I don’t remember whether they 

[Mi are, and I certainly can’t compare them to each 
( 2 sj other with no data to do it by. I mean, we’re 
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(i) talking about 1988 performance here, ten years 
Pl later. 

PI MR. WILLIAMS: May I propose this? May I 

(4j show him the Burrows document here and you canask 

pi him about if he agrees with the conclusions? I will 

tel do it, if you like, to get to the - you know, to 

P) find the agreement or disagreements. Because I 

Pl think it’s an interesting area of Inquiry. 

Pi MR. FRANKEL: Well, we may get to that 
(io) tomorrow. 

01 | MR. WILLIAMS: I understand, because it’s 

(iz) six o'clock now and we're going to wrap up. 

(is] MR. FRAN KEL: Well, I still have some 

114] questions.And if you'd let me ask the questions, 

[isi then maybe we’ll revisit this tomorrow and you can 
tie] show it to him tonight. So let me continue with my 
(i7] questioning. 

(uj BY MR. FRANKEL: 

(tar Q: In the first paragraph of this memorandum, 

[ 20 ] it states, in the last sentence: (Reading) 
pi) It’s my understanding you 
122 ] are working on a presentation 
(23j to do just that, 

pi] What is that presentation that Mr. Hail is 
psj referring to? 
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y to give 
you can ask him 
you, it would 
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|i) MR. WILLIAMS: Do you know? 

ra THE WITNESS: I would -1 don’t know.I’d 

Pl be speculating. 

,4, BY MR. FRANKEL: 

(si Q: The sentence before that says: (Reading) 
p] While I believe we all 
Pi share a similar point of view 
pj on this, it would appear that 
pi others in a position to 
(io) influence Camel's resources 
(itj need to be convinced. 

(i 2 ] Who are the others to whom Mr. Hall is 
(is] referring? 

[i4] MR. WILLIAMS: Read the entire sentence 

[is] before that, too, to put it in context.You're 

(iej saying similar point of view on this. What arc we 

[it) talking about? Retail pack support? 

BY MR. FRANKEL: 

(is) Q: Mr. Pennell, can you answer that question, 
poj my question? 

p,j MR. WILLIAMS; Do you know? 

[ 22 ] THE WITNESS: I -1 don’t know. I mean, 

P 3 j I’m looking at one sheet of paper without the 

( 24 ] attachments, out of context. I'm sorry, I 

(25) just... 
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BY MR. FRANKEL: 

Q: The last sentence before the signature 


Ml 
PI 

P! states*. (Reading) 

Mr Let us know if we can 
is; assist you further on this, 

Pl and good luck on your internal 
m "marketing" efforts. 

And the word "marketing" is put in 

cs that mean? 

ILLIAMS: How does he know what that 
S is a Larry Hall memo. 

WITNESS: I don’t know what that 

BY MR. TfrANKgL: 

landwriting that yopfaentmed as yours 
left portion says.^hc wpops are 



th three exclama 1 
> 

I AMS: Do you rec 
ESS: I really don 
|W) specifically.That's some effort! 

[as] motiv|tej§jsou know, my peopli 

124] the ess ence of her e, whi ch I 
[ 2 S] what S ism the contextjLhat I 


ts.What docs 




BY MR. 
u recognize the si] 

, typed line there? 
he that says "Larry" 

,! see it. but I don 
the other. 

JAMS: Come on. It 
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KEL: Just let me ; 

’U be done in a minute. 

BY MR. FRANKEL: 

ruary of 1989, was Mr. Nordinc Diane 
ss? 
iure. 

ey work in the same department? 

A: The best of my recollection. 

MR. WILLIAMS: You can continue this 
[i»l tomorrow. 

poi MR. FRANKEL: Yeah, wc'U wrap this up for 
pij today, and we’ll start again at 9:00 a.m. tomorrow, 
pz) MR. WILLIAMS: Would you like me to show him 
pa] that attachment to this so he could more - comment 
p4] on a more informed basis on the conclusions? 
ps] You have him on cross and so I will not show 
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ti] it to him absent your permission? 

pj MR. FRANKEL: Well, let’s go off the record 

pj here for a second. 

Ml MR. WILLIAMS: If I do that, I want (hat on 

(si the record with your permission that I show it to 
|6] him. 

IT] MR. FRANKEL: Yeah, Wc'U come back on the 

[»! record. I just want to go off the record for a 
io] second. 

no] (Discussion off the record.) 

ini MR. WILLIAMS: During the break, I asked 

Ii 2 l Mr. Frankel if he would like me to get a copy of the 

[i3] attachment to Pennell Exhibit Number 11 for 

(u) identification. It was something that was marked at 

[is] the Burrows deposition. I can't remember the 

[i«] precise number of it. And he has given me 

[ 17 ] permission to share that with Mr. Pennell if we want 

(i») to, to clear up these questions. I will try to get 

[is] a copy faxed to my hotel room tonight. If not, I 

poi will have it faxed to the deposition - 

PM MR. FRANKEL: Actually, that's not quite 

P 2 ] what I agreed to do. 

P3] MR. WILLIAMS: What did you agree? 

p<I MR. FRANKEL: I said, if we can get a copy 

ps this evening, then it's okay with me, because wc 
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[ 10 ] 

PH 
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[13] 
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[17] 

[ 19 ] 

[IS] 

P0) 

PH 

Pfl 

P3] 
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124] 
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will have the same opportunity to look at it. 

MR. WILLIAMS: Fine. Let’s do this. I will 
have it faxed to my hotel room tonight. We’re here 
tomorrow morning. And if you want him to go in any 
more detail, I will do it. But I’m not going to go 
through the useless task of doing it if you don’t 
warn him to look at it. 

MR. FRANKEL: No, that’s fine. So you’ll 
make a copy available to us tomorrow morning. 

MR. WILLIAMS: Of course I will. If I get 
it here tonight. l'U do that, too. 

MR. FRANKEL: Okay.Wc can go off the 
record now. We’re off the record at 6:04 p.m. 

(Signature reserved.) 

(Deposition recessed at 6:04 p.m.) 
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PRODUCED 

r CAMEL "Big Idea" Focus Groups—Round II 


% 



C 


BACKGROUND: 




arly July, a first round of focus groups vas conducted to evaluate 
rnative "Big Idea" promotion themes among younger adult male Marlboro 
smokers* Out of the eight alternatives Included In the study, four.seemed to 
a good fit vlth the lifestyles, Interest and activities of target younger 
t smokerSfoapd had the potential to vork in concert vlth CAMEL’S nev 
"Heroic" adv^g^ffing. 

fthe inter 
s e cond round! 
overall 
hjisin," 
te to cone 1 
(ting groun 


CH OBJ: 





betveen the first round of qualitative and the subject 
rand determined that the "Smooth Moves" promotion theme had 
tlM among target smokers than the other three alternatives 

1 and "Weekend Warrior.") As a result, a decision vas 
velopment efforts on "Smooth Moves" end use Round II as a 
inenents to this theme, exclusively. 


ye focus g 
e Harlbor 
age 21-2 
ve as a s 
ticipants^e 


phase of qualitative research is to evaluate the overall 
ed' "Smooth Moves" promotion theme among target younger adult 
(18-34 vith emphasis against 18-24). 


ons vere conducted in Denver on September 7 and 8 among 
18-34 years old. Tvo groups vere composed of men 18-20, 


age 25-34 (the purpose of the one older groups vas to 



kk to make sure the concept did not skew too young), 
omically dovnscale vith some college or less. 


h group 
or to bei 
azine sp 
1 items r 
e reference to 


IONART NOTE: 



The 


jjjd to existing CAMEL advertising (75th and Heroic CAMEL) 
osed to "Smooth Move" materials. These materials Included 
point-of-purchase displays, pack inserts and retail premiums, 
to the "Smooth Moves" theme in that they contained at least 
"tips" on hov to be a"Smooth Character". 

$V.C 


As in the case of all qualitative research, consumer feedback provides a basis 
for developing and evaluating marketing hypotheses and should be considered 
suggestive rather than definitive. 
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The •'Smooth Moves" promotion 
smokersT The overall success 
address the lifestyle/vants of 
humorous/appealing; way. 


A 

ISSUED 8/1/90 

theme performed extremely veil among 
of the theme appears to be due to Its ^my 

<h 


to 


target younger adult smokers in a 













- The campaign effectively addressed the lifestyles/interests of young 

adult smokers through the use of a French CAMEL characterization, labta*ftg 
the camel as a "Smooth Character" that offers tips on hov to achieve tnis 
"smooth" status. Be is seen as having an amusing, trend-setting 
personality, suggesting that be is leading a younger-adult lifestyle. 

This leads to increased acceptance among target smokers, thereby enhancing 
the relevancy of CAMEL advertising to younger adult smokers. 



By age gr 
eme was 

The yo 
more li 
relate 

Vhile no 
limit oJ-*t 
maturation, 
the li£ 
they vere n 
they^Me f 






e use of 
e in est 
aracter. 
venturou: 

•The maj 
problems 
smokers 
is quit 
tip tha 
friends 



e., 18-20 vs. 21-24 vs. 25-34), the "Smooth Moves" promotion 
d yell across all ages in the target group. 

rti’on of the target that have fever responsibilities and are 
b*; single/into the "party" scene appeared to be able to 
"tips" theme. 

enthusiastic, respondents approaching the upper age 
t also reacted quite favorably. In spite of their 
25-34 respondents vere still very capable of relating to 
humor portrayed by the French Camel. Specifically, if 
1 actively involved in this lifestyle, at a minimum, 
ories of this more active/fun period in their lives. As 
Smooth Moves" promotion theme either accents or revisits 
ir lives, making the advertising relevant/fun/appealing. 

iove" tips seems to be an extremely effective vehicle for 
the psychographic characteristics of the French Camel 
turn, facilitates, establishing CAMEL as a fun, 
brand of cigarettes for younger adult smokers. 

e "Smooth Move" tips touch on certain situations, 
corns that are common to many younger adult male target 
suit, the interest level associated vith many of the tips 
ost respondents stated that they vould not only read each 
exposed to, but vould eollect/share them vith their 



- Importa dtlv^i the use of humor vas quite effective in making the tips 
enjoyable to read. So enjoyable that some respondents labeled the 
campaign as "the best cigarette advertising they had ever seen." 



restingly, vhile respondents thoroughly enjoyed the first reading of the 
tips, most mentioned that they noticed a repetition of the tips in the 
mock-ups. Their very high interest/involvement appears to necessitate the 
need for an arsenal of quality tips to ensure that target smokers eager to 
peruse the tips do not get bored vith obtaining/reading tips they have seen 
before. 


9/21/88 


U 2828 G 

PRODUCED TO FTC PURSUANT TO C.LD. ISSUED 8/1/90 


hltp://legacyJibrary.ucsf.e0u^id)%i^|a^/pral/RA/.industrydocuments. ucsf.edu/docs/psgl0001 


52189 1939 50686 4139 












detailed #r C PURSUANT TO C.I.D. ISSUED 8/1/90 _ 

• __Tbe-use of-retail* premiums to further support/dlmensionalize th 
Moves-" theme seems to be a viable possibility, due to. the overall 
the fheme. The preaiuas that vere shown to respondents were as fol 

"Smooth Moves" premium catalog 
"Smooth Moves" six-pack cooler 
"Smooth Moves" match box-shaped lighter 
"Smooth Moves" book of tips 

nslstent vlth learning from other premium research conducted in the 
Company, premiums performed best among the younger adult (18-24) portion of 
he target. 








As stat 
appeared 
becaus 


This int 
intere 
posit1 
promotlo' 
and six^jja 

Older 21 
^premiums cot 
re£ef$l£§ to ( 
indi^lfcgy 
in g 

additio 
ems vere 

There was 
appeare 
respond 
and/or 



As expe 
spread 
most ver 


[CATIONSs 




Her, the younger adult 18-24 portion of the target group 
ye 4 the greatest level of interest in "Smooth Move" tips 
closely addressed their lifestyles. 

"Smooth Move" tips combines with a greater going-in 
1 premiums than older smokers which translated into very 
s for premiums associated vlth the "Smooth Moves" 

- i.e., premium catalogue, tip book, "matchbook" lighter, 
er. 

ndents vere more discerning in accepting the fact that 
of value to them. Many of the older respondents 
ov quality and frivolous nature of the premiums, 

£ they might be hesitant to buy the brand through a premium- 


bove-oentloned retail premiums, several other promotional 
respondents at the and of special magazine units. 

ttle initial playback of the free T-shirt offer that 
nd of an 8-page magazine gatefold. This may be due to 
eingl overwhelmed by pages/volume of the "Smooth Move" tips 
hat many respondents already own a CAMEL T-shirt. 

ie jB2G4F coupons that vere included at the end of the 4-page 
^jive in raising the purchase interest of participants as 
buyers and considered it m tremendous pack value. 



mooth Moves" Is a good, sound promotional theme that communicates relevant 
ages to target smokers in an amusing and humorous vay, qualifying it as a 
"Big Idea" for CAMEL. Vhile the theme met vlth almost complete success in 
Denver, a fev minor problems vere brought to light. 

- Care must be taken not to offend certain interest groups vhile attempting 
to use tips that are seen as humorous by target younger adult male 
smokers. Specifically, in light of comments brought out in Denver, the 
issue of sexism in certain tips should be examined. 
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vv 



rrhe length of the special gatefold executions nay need to be rf^Aidered 
given several comments about the mock-ups being too long. Son<! ^£^ 
respondents vere hesitant to commit enough time to read these S-KO^ini 

y> 


their entirety. 


tits 


In order to assure the longevity of this theme, an effective arsenal 
tips must be created. As any joke begins to grov old and tiresome af 
hearing it the first time, so vill the "Smooth Hove" tips. According! 
variety of relevant tips on several different topics vill have the best 
opportunity to maintain interest levels among target smokers. 


& 

gly, a 


STEPS! 


•ue to th 
arget yo 
asearch 




lng appeal of the "Smooth Moves" promotion theme among 
male smokers, no additional qualitative/quantitative 
^ d.^ecessary prior to its implementation in-market. 

Molfo& tsgf heee is currently being refined In light of the comments 
dingjto implementation during First Quarter, 1989. 
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ESTABLISHED BRANDS RESEARCH REPORT 
1 (KRD 188-13114) 

MANAGEMENT SUWKART 


The purpose of this qualitative research vas to screen through alternative 
pool-out executions to determine if they have targeted appeal to younger adult 
male Marlboro smokers 18-24 years old. 

BACKGROUND: 


i C^MEL brand recently introduced its "Heroic CAHEL" sustaining advertising 
[jjpfgn that is targeted to younger adult 16-24 year old male smokers. To 
>and on the Heroic concept, McCann-Erickson has developed several more 
feBiM^ions. vhich are the subject of this research. The October focus groups. 
Lain Tulsa, vere used as a testing ground for these executions. 


jNART NOTE : 

the case of ai 
^eloping and i 

ftive rather ti 

£ ! 

Resized findin 



ualitative research, consumer feedb'.k provides a basis S 
Siting marketing hypotheses and should be considered « 
definitive. ^ 







The pool-outs tlm|R|: formed at the highest levels vere those that elevated §« , 
J|lB fr°J'Heroic CAME^^^Si a "larger-than-life" status. In such pool-outs, the | 
CAMPL vas do rtravei} as leading a lifestyle that involves being smooth, .§ 1 
lre^f-con rf|r| nt, Imllnletic and is willing to accept challenges and take risk® 'f 
i^le beP^iattrs^kive, approachable and admired by friends. § | 

yjmd O 5 

^gVhen asked ttf^desqribe current "Heroic CAMEL" advertising, respondents J $ 
... .^described a ^^^^yle/personality for the "Heroic CAHEL," with vhich most* 

^ x vere very fami^^,, possessing many of the characteristics described "? 
above. -g 

^gfVhen asked t^"compare the subject pool-outs to existing "Heroic CAHEL" 5 
executions, ig^yjpldents vere able to clearly determine vhich vere 1 

■ms- 1 successful 1 i feley a ting the "Heroic CAMEL" to "larger-than-life" status » 
and vhich di<pipil| £ 


>-Vhen asked tt 
■executions, I 
^successful ir 
land vhich dH 



CONGiAISION : ff—I 

aV- 

Mon the findings from the Tulsa focus groups, the brand vill have the 
^fwloying five pool-outs fully illustrated to prepare them for review with 
management vhere approval vill be requested to implement them 

.^-"GT Racer" 

^ - "Vinter Spy" 

- "Rock Star" 

- "Beverly Hills" 

- "Gambler" 


NEXT STEPS : 

• Three additional pool-outs ("Hotocross," "Pool Hustler," and "Jungle 
Adventurer") vill require additional executional refinements to more 
effectively present the^image of the "Heroic CAMEL." 
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ESTABLISHED BRANDS RESEARCH REPORT 


"Heroic CAHEL" Advertising Focus Croups 


AGROUND: 



CAHEL brand recently introduced its "Heroic CAHEL" sustaining advertising 
that Is targeted to younger adult 18-24 year old male smokers. This 
>ic advertising contained three situations in vhlch the CAHEL vas placed in 
than-life" situations: "Fighter Pilot," "Hollywood" and "Spy." To 
ind on the Heroic concept, HcCann Erickson developed several more executions, 
§£y|$ ere the subject of this research. 




£H OBJECTIVE t 

fective of th 
ut executions 
fitrlboro smoke 





PI 



M cus gfcoup se. 
0 ’ 
e 25r34 ftlrlrpurp 

S ts did not s 
me college o 




litative research vas to screen through alternative S 
termine if they have targeted appeal to younger adult's 
24 years old. | 


vere conducted in Tulsa on October 3 and 4 among male « 
oups vere composed of men 18-20, two age 21-24, and o&j| 
the older groups vas to make sure the appeal of the ,§ ^ 
o young). The participants vere economically dovnsca&,g 



oup vas expoffed to the three existing "Heroic CAHEL" executions and vas’? 
ked to gener^e^a, list of adjectives that best described the personality 
le of the CAHEL dfpicted in each execution. Next, the respondents vere-, 
to the altePP^fVe pool-outs one at a time and asked if they lived up |o 
t of adjectilm^hat best described the personality/lifestyle of the "g 
epicted in thejoriginal executions. After repeating this process for £ 
ol-out, respp|i|*99|ts vere asked to rank their preferences. 


WART NOTE : 

g.the case of all qualitative research, consumer feedback provides a basis 
galoping and evaluating marketing hypotheses and should be considered 
Stive rather than definitive. 
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DETAILED PINDINGS: 


• The task of assessing the appeal of each pool-out vas accomplished by 

determining the degree to which respondents felt that each pool-out portrayed 
an fmsjje of the "Heroic CAMEL" that paralleled, its image in the three 
existing advertising executions (i.e., "Hollywood," "Pilot'’ and "Spy"). 
Following is a summary list of adjectives developed by respondents that 
described the role of the CAMEL in these introductory adsi 



Cool 

Sophisticated 
Ladies Man 
Together 
Unique 
Veil-liked 
Adventurous 
Approachable 
Vorlt 

Indepej t 
Brav* 

Debor 
Self- 




Suave 

Stud 

Classy 

Successful 

Out-going 

Vealthy 

Confident 

Attractive 

Dashing 

Popular 

Famous 

Untouchable 

Happy 


e note that 
hose that ha 
immediately; (2) 
oh's&bich efforts 

Five §£§^l-ou 
and "p^|ler 

as |p|i£s#yi n 
with 1 fhe lis 
executions. 

Three of the 
Adventurer") 
characterist 
appeared to 




bject pool-outs were categorized into three groups; g 
ng levels of appeal end will be advanced to productlo| 
ineeding to be reworked and tested again; and (3) thosg* 
be discontinued. 



There was 
playing i 


T Racer," "Vinter Spy," "Rock Star," "Beverly Hills,-g 
erformed with strong levels of appeal as they were seer^ g 
CAMEL caricature as leading a lifestyle consistent U -s 
djectives associated with the original three ■§ ^ 

£ ■a 

louts ("Hotocross," "Pool Hustler," and "Jungle 2 

seen as possessing many of the necessary jg 

Nf$r“t^iat made the three introductory ads so successful, bu£ 
e further refinement for the following reasons: 

initial confusion as to vhat role the CAMEL vas *1 
of these situations. £ 




Respondents were uncertain as to whether the CAHEL was a winner or 
loser in the "Hotocross" and "Pool Hustler" pool-outs. As a result, 
there was some question as to whether he vas "larger-than-life” of 
just an "average guy" in these situations. 

The type motorcycle used in the "Hotocross" pool-out vas a dirt-bike, 
which is more of a blue collar, Inexpensive motorcycle relative to 
other types, such as sleek, high performance street racers. This 
downscale image is inconsistent with the upscale image of the "Heroic 
CAMEL." This is analogous to illustrating downscale stock-cars 
Instead of the more upscale, expensive and glamorous GT racing cars 
in auto racing executions. This may help to explain why the 
respondents' perception of the "Hotocross" CAMEL'S lifestyle were 
inconsistent with the list of adjectives that were generated from 
more upscale executions. 


tn 

K» 

oo 

<o 


u> 

o 

ui 
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o 
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DETAILED FINDINGS (Cont'd) 





The CAMEL in the "Pool Hustler" pool-out vas standing in a pool hall 
without anyone in the near vicinity and vas dressed in rather 
downscale clothing. This led to some confusion as to vhether the 
CAHEL vas just another pool player that may be losing or a champion 
that vas admired at a distance by others in the room. 

There vas a lack of clear communication of the exact role of the 
CAMEL in the "Jungle Adventurer" pool-out. The presence of a 
headband on the CAMEL's head indicated that he vas a soldier, the 
jungle setting suggested that he may have been an "Indiana Jones" 
type of adventurer and finally, the camera around his neck and the 
partly dressed voman in the background suggested that he may have 
been a Playboy photographer. These characters created radically 
different perceptions of the CAMEL'S personality, with the Playboy 
photographer being the most attractive to respondents. 


The balanc^|^the pool-outs ("Bartender," "Lifeguard," Baha Racer," «i 
"Surfer") plfnerated much lover levels of appeal/interest. Respondents, 
indicated gt hat ^the role in vhich the CAMEL vas placed in these lover "g 
appeal P 0 4O|kJ s did not parallel the original introductory CAMEL'S g 
role. 




Responcfervjj 
for th^^l 
charactjj&gi 
surf ingaf 


Hl^ther 

^v§fe vj 
portray 
on the! 




|Sav occupations such as a bartender and lifeguard as jc§j« 
irage" man, rather than for a "larger-than-life" a 

|The same can be said for recreational activities such $$ 
;4-vheel drive Baha racing. * .a 

| B 

, the situations depicted in these executions vere not £ 

Rational or fantasy to respondents, and in many cases, « 

Itainable in a respondent's lifetime. The lifestyle ^ 

ire such that respondents had a chance of living them odt 


*fjCATIONS : S 

3 ese focus gr<|^p^iflarifled some of the relevant issues to consider vhen 2 
aluating futi^^^ol-out executions and confirmed the effectiveness of thS 
Mand's ''profl ^ejpar ameters" used to guide the creative process: ^ 

l lprtray Key Characteristics - The CAMEL caricature should quickly convey a 
TjTfestyie that is attractive to younger adult male 18-24 year old smokers, as 
defined through their list of adjectives, summarized above. 

Larger-Than-Life Situations - Executions should portray a lifestyle that 
jpy^resents our target's fantasies but vhich, in reality, they have very 
ITftle chance of achieving themselves. As such, the target can live out 
their fantasies vicariously through the "Heroic CAHEL." 

Quickly - There must be quick communication of the CAMEL'S personality, and 
be done so in such a vay that his personality characteristics are highly 
visible in every single execution. 
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NEXT STEPS: 


* The*J>cand vill .bav* the following five pool-outs folly illustrated to prepare 
‘them £or reviev with executive management where approval will be requested to 
Implement them ln-market: 


CJ : 



"GT Racer" 

"Winter Spy" 

"Rock Star" 

"Beverly Hills" 
gambler" 

I 

i$4e additional pool-outs ("Hotocross," "Pool Hustler," and "Jungle 
venturer") will require additional executional refinements to more 
Actively present the image of the "Heroic CAMEL." 
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CAMEL *8X0 IDEA" FOCUS CROUPS - ROUND X 

pmwr- 


- ;v • 

.’’Smooth Moves" vu laplemen 

£CAMEL’* "Smooth^Character". wvfwa » fV4 AFFV| illg WVWj 

"Smooth Character* ha* "Smooth Moves* theme by Implementing 


'"Smooth Mov«s* was implemented a* a central promotion thane that tied 
SBMl ^yI^. te..CWgL , » "Saooth.Character", advertising. For 1990, the brand will 


-TOW ..■■ yp.vvMi HWTW VM^WQ UJT AWyA^iaill fcAIIM K l» WWVl AVI I 

lhat__tl« into this theme and are appealing/relevant to target younger adult 


r.J?aa*« 


frina,hii been working with XcCann~Erlck*on and revoral outside promotion 
;o.develop alternative tie-ins for 1990, 

gggNIgs^v. ••*• >■ -.j 

^^JBCTXVK l'J 

^^The active itst round of qualitative research vas to screen 

~ |ternativ* promgg^jgg$ programs that tie into the "Saooth Character* has 

:o .the start of the research, it vas hypothesized that 
:arget younger adult male smokers would meet the 




^^ithro 



-"tak 

'Masy 

- Be inexj 

- Fit vit 
•by CAMEL 


. * | < 

jbe c fesfatal ng or hard to understand 
i« lev w^ 



. group sessioi 
let male Harlbq 
and one anon 
1th come col 



c^effort to participate 
id/get a hold of 
S to participate in 

red lifestyle characteristics currently projected 


e conducted in Dallas on July 26/27. The groups vere 
smokers with two among 18-20 year olds, tvo umong 21-24 
I? year olds. The participants vere economically 
less. 

{ascription of each of the promotion tie-ins evaluated in the groups is 
in Attachment X (programs that generated above-average appeal are listed 
|oved by belov-average appeal programs). After each program vas presented 
the discussion focused on assessing the ability of each to meet the 
ted criteria by determining respondents’ level of comprehension, their 
test the overall level of appeal, and whether or not they would 
:icipate. 

Cautionart note i 

As in the case of all qualitative research, consumer feedback provides a basis for 
developing and evaluating marketing hypotheses and should be considered suggestive 
rather than definitive. 
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CONCLU3XON/KBT FINDINGS« 



of^thpjthirty-nine promotion tie-ins evaluated by target male younger adult 
* r "VolKM:»aok«ra generated abova average level* of appeal*' These high appeal 
(ontfK#y' , be 1 grouped into four classifications aa followst 


v' '(■ -'J 






:Jrv7*T?sl§ 


A ctivV Partic 1 pat Ion - Three promotions were appealing because they called for 
fpomJents to attend free parties or free movies * Parties and aovles are 
entsrth'at^rtarget'saolcers enjoy andvould participate in, especially If they 
•^conveniently located and free* 





CTHtf.trS £ * ’ . ,« ■*- «• • 

ests/Cames - ipur proaotions worked veil to capture respondents attention 
gain their lnmta«gent by giving avay appealing prizes via the use of fun 
est's/gaaesV W^ z '* % 

'Ssf'5'V'' ‘Z.L r ■ 1 ■ •• .r 

rtv’"^ . t‘A-:A''rbv‘.*!’■/ '' • *-■ ' i. . ‘ • 


ton "Heat St is 


vi» r*\v;.1 


Three proaotions provided respondents with an 


rtunlty to sava.ncysey on their next purchase of music, sporting goods or 


Nissan Ban 
;J:theyffrequently b 
^atere. not in rf the a 
Ji|^^p^oyide“a” tang 


mm Truck. All of these items veto considered relevant as 
jpgfggdic and often need sporting goods* Admittedly, most 
[rketl for a new truck but thought highly of CAKEl/s ability 
^^^ebate vith a major auto aanufactirer. 




gjf^ue/Creifwe a 4 
proaotlSiSpi a| 
appeal primarily n 
k gff lers',, attention 
rafu ~a "sound chip 1 
Mr. attention m 
lf|-ups and slideP; 
IbmF' helped bringjH 
Illdecs' attention 


gfeods to deliver product/premiuna - The remaining ten 

S verage appeal fall into this category because their 
on the use of unique/creative methods to capture the 
get thea involved. For example, three promotion ads 
t vas activated vhen opening the spread to help capture 
fclfjft thea involved. A creative approach to the use of 
retten gimmicks were also effectively used in six ads as 
SAMEL Joe's situations "to life", thereby capturing the 
andigetting thea involved. 


O. 


|tly, all high 
promotions lack 
ently projected 


Iftfi. proaotions had one thing In common (that most low 

they fit/helped dimenslonallza CAMEL Joe's personally 
jy the brand's "Heroic" advertising. 


t fn linPlrom these groups will be shared vlth respective agencies to refine 
>f§tp$S^4e-ins vlth above average appeal. This will be followed by additional 
reening and/or subsequent recommendation to management for in-market use. 
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a*** 

AILED PIMPINGSt 



^ ly * n * n# P rOB °tion tit-ins shoved, to target male younger adult~ - 
KtrlberoOT smoker*, twenty generated above average level* of appeal. To help 
KS«iSk!f ,l * 1,,i *\ t f? tv » n }y P r ^tion* have been grouped Into four 
ln^he^next^flndlngt* ll0V *" Vlth "* Xplanat ^ 0n * *° r #bov * »Verage appeal noted 


fAcrave Participation -Tubin' party ; 


V *• IV ' 


. r \ <iA^W '. \ * ” O* 

■r^Sm^s 


jest/Cames ,;,. - Nissan Z 'Scratch-Off 

: v \ *^rr Ultimate .Car, Contes 




j aa fedfeg’- ' ‘fjgBtT Ttt~- .-.. 

-MpTTka -dKjpCigSiEaaA.#t**4u.s..* •/■ ; 

klMm f on " Neat Stiff" - Smooth Crusin' ($1000 rebate on Nissan truck) 

't3Sr^ Reel Jn*Coole*t r Cat«ih. ($5 o£f 0 n sporting goods 

“ v - . Knov ; -the,.Score ($2. off. on music purchase) 

1 „ 1 *■ -»»¥ *J # - 1 ■» / a 

,• *■**. t ’.i , , .* * ' • " .. 


Nf^lyu'e/Creatfye 

y ^thods to delivei 
^ ^advct/premiums 








■ #^o%>tion program! 
r«®Pvell because 1 


Smooth Talking 
Construction Worker 
r Racing 
f- Vrestling 
- Concert 
> Grab/Feel 
^ Billiard Shot 
I- Dare To Do It 
*■ Gang Drops In Video 
“ Ve Goofed 


-that require the active participation of respondent 
Jeyuhed events that target smokers enjoy doing. 




\m. 


“ a * d th * "Tubin' Party* and the "Rock & Bovl Party" 

lvaeVt^ml^vIX**! W0 «i d b ® a lot fun £or younger adults (such as 

Hill 11 KJSWPf Th ? eve ? ts vould b ® l«cal/easy to get to and be 
"“ ve * s CAMEt W iponsoring the events free to qualified smokers. The 

r^3jaiiJ°ff h ?i re »T S K< U ? P S rt * d « by ausic videos a * the "Rock & Bovl" and a live 
e t^mjet girls.* A lot o£ fondants said the parties looked 

XKtw TJtll EBji}? ha ? hi f h ®PP eal it offered smokers the 

oftPS 1 ^? 0 fhL g 2^ /hlt "° Vl ! S < ev *« though it required 5 empty 
^ 2 i they W * re caUfirht “P^ n the *<*«* that they considered the 
J!}* W , Tar * el did state that it was important that the 

storJf!^ *"?' P ^ efe rj bl ii' not sone thing that they could rent at a video 

preniere^hoving lt‘*. ’wpfSSJ'inS? "° VU * h °'‘ U U * t,1 «« ° r * 


tid^rqu^autJApG 
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FAILED FINDINGSl (Cont'd) 


• Prior quantitative promotion research has shown contests/gam es often generate above 
^average* levels of appeal among younger adult smokers vho consider then "fun”. 

Priaarily for this reason, tvo contests and tvo games performed veil in these 

^groups;".. ‘ , 

V i rrT # - The "Nissan Z" is a very sought-after car among target smokers. The use of 
wthmseratch-off key made it easy for them to participate in the contest and 
many"said they vould fill out the attached free pack coupon and redeem it to 
t^^^^r^second chance, at vinning the car. 

^i "Ultimate Car Contest” vas very unique in its approach but required more 
on_ the part.of .respondents to participate vhich held back its overall 
I ffW^rftf PBfal (relative to the Nissan Z car scratch-off), Still, quite a few said 
r - ^^ ^vould particip ate a nd liked the clues provided on the enclosed contest 
. tha * helped wypPljp the car'® parts to the appropriate make/year. 


s^S§^|Bleckjack" g 
readers to determ 
g§p|d call a toll 
j|||||rable. premium 

Lastly, many had 1 
mould., be fun to 1 



t mfee jja£ Paotioi 
ufffsuct i as j 
the 'Wrchase o 
J&sefehouse. 4 


Ktnef] 

Jgmefe! 

p 

fr* 





JBtgSSigkja 

o 




v«* also fun ms it employeo a scratch-off technique for 
|H they had a winning hand. With a winning hand, they 
Plumber to get a free CAMEL t-shirt which was a 


f the many "mysteries" in CAMEL'S pack and thought it 
them using the clues/hints provided in the ad. 

11 as they provided target smokers with $/0£f on Neat 
on the purchase of a Nissan Hard Body Truck, $5 o££ or 
s at K-Hart, and $Z off on a music purchase at Sound 


t appealing promotion was the $2 savings on a music 
Lly all of the respondents said they bought music quite 
fdeea the coupon at Sound Warehouse also enhanced its 
lere they currently buy most of their music. They 
kn vas good somevhere else, they would be less likely 
rther be a higher priced store or be in a 


on sportingrg qpd s vas also appealing, although some mentioned that they 
not be caugh|PiiiiK| in a K-Kart store. Nonetheless, most liked the idea 
<||^tting a tangible amount off on the purchase of sporting items that many 

a $1000 rebate off on a Nissan Truck has a staggering sound to it, most 
s|M!they would not be interested because they are not in the market to buy a 
Ifuck-i Also, most respondents did not understand that they had to buy three 
#^Hly marked packs of CAMEL hard pack in order to get the rebate (it 
appeared that the ad's focus on depicting the truck and talking about the 
$1000 rebate took the reader's attention away from hew to find/get it). 
Nonetheless, in the end this promotion still performed veil because 
respondents thought veil of a cigarette brand that could pull of a large 
rebate with a major company such as Nissan. 



ese three, thfgSif 
ase because vjktjgj£ 
. Being ableglltjrj 
Iness as this Lis yl 
d that if thefepl 
e it as it votol * 
r-to-reach locatToi 
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DETAILED FINDINGS ! (Cont'd) 

-• Half of th« high appeal promotion tit-Jna (!*•., ton of tho tventy) rolled heavily 
^ on the use of unique/creatlve methods to deliver the CAMEL product/premium . 

Judgenentally,’"vithout’'their unique/creative approach/ nany of the following 
^promotions would only be average in their ability to capture target smokers 
^attention and elicit involvement/participation. 

/ ’• * 4 *'•» v "f ■ « T r ... 

}th Talking*, vas liked because It eeployed a eexy girl's voice to anaver 
roll free line and take their order for a free t-shirt. They also liked 
the vay she recognised vhere they vere calling fron (based on their sip code 
vhich helped sake her More real/peraonal. 



r .ads ("Const 
that are sti 
ndents enjoye 
t *u to life/ Making 
piffled for. the c 
“chipfvas very veil 

ds in this cal 
eke to get ref 

"Concert* used 
conductor into 

Grab/^S’ va 
heir rfn ye rs 
fun, • 


^ _ . ■ ’ ■ *. , l ” . ■ , 

ct ion.Worker?/-' ’'Racing *, and "Wrestling") employed sound 
^considered very unique and fun by target smokers. 

lng these ads because the sound chip helps bring the 
fun/entertainlng. While Most agreed that the sounds 
hips^did r.ot do the ads justice, the "concept" of the sound 
f rUT/fyed. 

relied on the use of pop-ups or unique slide-action 
^attention and involvenent in the promotion ad. 

» f’, « 

de-action gimmick to change the classical music 
k band leader (vho also turned out to be CAMEL Joe). 
■*:; V”.*. ’ '* 

to get reader involvement by asking them to insert 
rab holes cut into the ad — this unique approach vas 



Billiard Shot® 
hot go into the' 




loyed a slide-action gimmick to make CAMEL Joe's trick 
sketa before their eyes. 

employed tvo colorful pop-ups to help project the fun/ 
y“Cs|MEL Joe vhen tubin' down a rapid stream. Since many 
rticipating in this vatersport, the pop-ups made the 
n to read and the use of a unique "waterproof stash 
into their interest/hobby. 


| I 

'1 vT 

31 

11 


"Dare To Do It 
aring enjoyed 
espondents ei 
id more excitl 
ack" direct! 

Gang Drops I; 


" had a party atmosphere in it that was liked as veil 

0 s a unique slide-action technique that enabled the TV to show what vas on 
he "smooth moves video" being given avay as a free premium. 

Ve Goofed" vas liked because of the humor associated with making a 
funny) mistake vhen printing a million t-shirts. The use of a flap to 
|Ov the mistake also enhanced the communication and appeal of the ad. 

r%st ly t it is important to note that all tventy high appeal ads had something in 
p*B^ion — they all fit with and help to further dimenslonallze many of the positive 
personality characteristics projected by CAH2L Joe as represented in the brand's 
current "Heroic" advertising. 

- The lack of this ability was the primary reason why half of the promotions 
evaluated In these groups fell into the belov-average pile ."'" 
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ATTACHMENT I 



Summary Description ot Promotion Tie-In's 


* • -i. JS f 1 

‘ - 7 ■ \v i 7 / • . 


- This four page ad admits that a mistake vas made vhen printing up a 
irts. The mistake vas on the front of the t-shirt that shoved a cov 
of a CAMEL) on the cigarette pack vith the line "I vish I vas a Smooth 
c^V The.back side of the .t-shirt shoved the correct CAMEL pack vith the 
th Character.", belov it. The last page of the ad gives readers a 1-800 
call, to get by. free t-shirt .to help CAMEl in liquidating a "warehouse 
istakes". 


Score - This 
score." In 
stating that 
. And. vhll 
say that a 
d Warehouse coupo 

j » . . 

of the Pack 





3& 




s In Video - 
to do vhen 
one popcorn, 
entertain hi 
10 best movi 
tone aagazim 
call to get 
ck of CAMEL. 


age ad starts out vith tne line "A smooth character 
t|e spread. CAMEL Joe pops-up playing a piano vith a 
n "Score Big vith $2 off any music purchase at Sound 
diJ^tional copy states that no purchase is necessary. It 
|e of a CAMEL pack "vould be a nice gesture". (The $2 
ttached to the last page of the «d.) 

four page ad starts out vith the line "Only smooth 
k". Inside the spread. CAMEL Joe pops-up playing a 
contained in the graphics of the CAMEL pack (such as 
help readers get started, hints are provided for each 
pack of CAMEL'S Is afixed to the back page. 

our page ad starts out stating that "Smooth Characters 
g drops in". Inside the spread. CAMEL Joe is shovn 

. g some packs of CAMEL and popping in a "Smooth Moves" 

FopS-in guests. The video contains a preview of this 

the 10 best rock videos of the year as determined by 
e back page of the ad provides readers with a 1-800 
free "smooth moves" video as veil as a coupon good for 


Car Scratch 
million to 



his four page ad starts out vith the line "The odds 
ut a smooth character goes for it!" Inside the 
EL Joe is shovn popping up as the driver of a Nissan Z car that is 
fered as a prize vith two chances to win. The first chance is through a ‘ 
ff key on the ad and, if the reader does not win there, he/she gets 
hance at a second Z car by filling out information requested on a coupon 
*"• redeemed to get a free pack of CAMEL. 

blackjack - This four page ad asked readers if they are "ready for a smooth deal." 

Lde the spread, CAMEL Joe is shown seated in a tuxedo at a blackjack table 
where he's asking readers to participate in the game by scratching off a card. 
Since the reader's hand already has 20 points exposed and the house holds twenty, 
the reader must scratch off an ace to win (its worth one point). If an ace is 
scratched off, the reader wins a free t-shirt that he/she can get by calling a 
1-800 number. The t-shirt has a picture of CAMEL Joe's head on the front of an 
ace of spades. 
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?§ Billlard Shot - This four page ad used • unique green felt material on the front 
L. Yi^ th a Picture of an eight ball. Inside it shove CAMEL Joe in a tuxedo making a 
J^lffficu^t trick shot with copy that tells readers "Without smooth moves you're not 
(tick?. The back of the ad offers readers to "pocket a free pack" of 
ria,a.free pack coupon. 





rBijjr- 



Do It" - This four page ad has a CAMEL raft on the front poised to go 
a Steepjvaterfall_yith the line "Dare to do it)” Inside the spread CAMEL Joe 
t||hg in the raft smooth tubin' after his successful ride dovn the vaterfall. 
page of the ad^lifers readers a free waterproof stash pack by calling a 



- This gate^folJ^jnlt gives readers a unique opportunity to open it by 
their f1neeriJtKrobgh some holes that "grab" onto an outline of the pack 
ront cover entr^nfil grab onto another "smoove move" on the inside ~ 
jg CAMEL Joe offering a free pack coupon! 

- This four starts out with four younger adult men and a conductor 

£k is turned to tha reader) playing classical music. Inside the spread, 
tor turns odrW%e CAMEL Joe who is nov the lead guitarist of a rock ‘ 
rand>g&tfeose j gs&fegr s are the same four classical musicians on the front 
A freESev ctulThat is offered on the back to readers vho call a 1-800 



Car Contest 
parts from d 



•yTMsi four page ad shovs several guys standing In front of a 
liferent car makes/models vith m puzzled expression on their 


EL Joe is behjfc|lj*thea and has the answer to their problem 

,ovs that all - * * ‘ * “ * 

ferent parts - 
to correct! 
of a million 


Inside the 

Jbe parts have been put together to build a car formed by 
that's the "smooth move". On the back of the ad, readers 
eftytify as many parts as they can on a contest form to vin 
. It also gives readers a B1G1F coupon. 


rusln' - Insi 
lard body pick 



eight page unit is a poster of CAMEL Joe driving a 
ck over a draw bridge that is in the process of 
>age of the unit offers smokers an opportunity to make 
y getting a $1,000 rebate on a Nissan hard body truck 


m»^p* The very, 
move of their 

il^ftpfe from CAMEL through the purchase of specially marked CAMEL hard packs. 


likin' - This four page ad offers readers an opportunity to call Joe to 
’free t-shirt that has his picture on it with the line "CAMEL. Make a 
re". For the purpose of these groups, a telephone line was set-up in the 
odmFTtflF’the moderator to call to demonstrate hov it would vork. After dialing 
f~*the t-800 number, a girl by the name of Candy answered (over the speaker phone) 
stated in a sexy voice that "Joe isn't here, but asked me to get information 
from callers wanting a free t-shirt." Vi thin a week after the phone call, a post 
card i5 sent to the caller from CAMEL Joe telling them that he's having a great 
time in Maui and will send them the t-shlrt as soon as he get's back hone. 
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izssm \^. 

Coolest Catch" - This four pagv ad started out asking readers if they 
r retain .the coolest catch7" Inside the ad, CAMEL Joe pops-up holding a 
with:copy next to hie telling readers that they can "land a $5.00 savings 
tart"sporting’goods* by using the enclosed $5.00 coupon. The back page of 
ilso.offers smokers a free pack of CAMEL. 

-V?'; ’ . • v^* • ■ - • 

(vlth : sound chip) - This four page ad has. a close-up picture of CAMEL' Joe 
Ica car on..the s^ront and, vhen turning to the inside spread, shovs hia on 

‘>one in the race car. A sound chip.is activated vhen 
i’s telling his girlfriend that he's "tied up In traffic 
The last page of the ad offers smokers a B1C1P coupon. 



ili 


ck. usingV mo 
the spread v! 
ing a bit la 

ng (with soon 
ere he is goi 




lasmooth move 
&arette with the o 
tlier,sounds.of a 
id offers re 

r t/ 

■ • •' ■« t..- 

ictlon gwHsfcer 
C Action ptfiBSfcer 






- This four page ad has a picture of CAMEL Joe in a 
restle a tough contender. Inside, the spread shovs him 1 



holds back the contender with one hand while smoking a 
A sound chip is activated vhen opening the spread vith 
ing match (crowd cheering and a bell ringing). Last 
free vrestling team tank top via a 1-800 number. 


_nin 

r cohdtrubtio 
the ad offer 


Movies - This 
in five empt 



*es|are sponsored 
Clint Eastvoi 


Party - This 
The party in 
have to do is 
rivers. 



ound chip) - This four page ad shows CAMEL Joe as a 
Is getting his lunch dropped off by a beautiful girl 


<e 


d to this scene a sound chip Is activated vith sounds 
members whistling at CAMEL Joe's girlfriend. The back 
IP coupon* 


shovs CAMEL Joe and other younger adult smokers 
pack vrappers for a free movie theatre ticket. The 
L at local theatres and will feature "Smooth Stars" 
ck Norris, Charles Bronson, etc. 


/poster shovs CAMEL Joe at a Tubin' party sponsored by 
a free live band, volleyball and soft drinks. All 
A tube or bring their own. The party is held at local 


Bovl - This page ad/poster shovs CAMEL Joe at a bowling party sponsored, 
Tne party Includes door prises, free bowling, and rock music featuring 
;est rock videos. The bowling starts at 9 p.m. Saturday at a local bowling 
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the party lasts through the night. 


16 

in. 

<n 


tn 

o 

-j 


M 


Cfl 

CO 

ru 



t 


RM046243 


hlttp://legac‘ylbrary.ucsf.eQu®iiii>&Tpf!jafit^^ 






♦ ■ *4 « 


ATTACBKEHT I (Cont'd) 


feelov Average I 
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"u-• 

Racin' - This spread has a special plastic Cull page Insert that contains a 
ze outlining a race boat course* The object of the game Is for the 
.push CAMEL Joe 1 * race boat through the liquid ease to the finish line in 
."smooth moves* as possible* 


e tried. *«but only one vas chosen" - While other anisal names had been 
o(such asgiraffe, elephant, shark and rhinoceros) only one vas chosen 
i the only ortovith smooth character and smooth moves. Free pack, coupon 
ched to the XejMMige of this four page ad with pop-up of CAMEL pack 




Your Vote" « 
for their fa' 
n the brand's 
. ou" from the 
lender. 


iy Wants to 



four page ad asked readers to call in on a 1-900 number £ 
Smooth Character girl (either Kathy, Chris, Donna or £ 
c" CAMEL ads). For calling in, they receive a personals 
erself and a free Hiss Smooth Character swimsuit 1 


WMMMN 

ctunit 
aVov vj 




- This four 
.The inside 
le taxies on 
Hove by placi 
xi cap vas of 

t Wash - Thi 
ic car wash 
hat's a smoot 
t page. 




o the Act" - Four page ad vith pop-up offered readers 
900 number to order a free poster of a CAMEL pack that 
p that had the slogan "I wish I vas a smooth 
coupon vas also attached to the last page. 

d shoved CAMEL Joe driving his personal car in dovntovnjS 
ad shows tvo pretty girls who needed a taxi but all H 
eet were filled (or off duty) until CAMEL Joe makes a 1 
taxi sign on the top of his car to pick up the girls. A X 
la a 1-800 number on the last page of the ad, £ 

S 

page ad shoved CAMEL Joe driving a motorcycle into a 
ing out the other end with scuba gear on and a speared 
“f A free scuba cap vas offered via a 1-555 number on 


Jam - This four page ad shoved CAMEL Joe tied up in a bad four lane 

Bis smooth move vas to pull out a guitar and start "jammin" on the 
his pick-up truck (vhere tvo spankers were mounted). People in 
unrounding cars got out to vatch him play and join the party. A free 
club t-shirt vas offered on the back page via a 1-800 number. 


ty - This four page ad with pop-up shoved CAMEL Joe walking into a boring 
rty vith a date. But vith his arrival, the party livened up and everyone 
arted dancing with "Smooth movin" CAMEL Joe and his date at the center of the 
dance floor. Last page offered a B1G1F coupon. 

• Mechanics School - This four page ads shovs CAMEL Joe in a white tuxedo pulled 
over on the side of the road vith car trouble.- His smooth move is to put a sign 
on the car that reads "Free Mechanics School" that attracts other guys to stop and 
fix it for him. A free Mechanics school t-shirt is offered on the last page via a 
1-800 number. 
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^Ayirigtl " .f •■ 

E355i5i8^r'^^^ **m>\ y&?* t j&A&i *».-•... 

jMi Billboard ^Thlgj four page ad shows CAMEL Jot leading, a group of motorcycls 
trs dpyn;.a_ roadHe vstops ^ a t a billboard shoving a picture of Hevaii and 
nb alAn to' 11;along vith’hisfriends where they commence to have a beach party, 
r^beach^patrol t-shirt la offered on the last page via a 1-800 number. 

Vv r ^ . 

IPre^flat ter i _-._ This four page ad ahovs CAMEL Joe fishing in. a pond with a 
fHg^n«a~t *his big toe instead,of.using a.rod.and reel like the other 
I w ^ ^ i"lh,the. background. ~ Upon opening the.ad, his,smooth move is revealed 
L.: v: ^vfe fea^f»op»up' shows h lcj&l ling up a prepared seafood* plat ter (broiled fish, 3 

® lav ). vpwHimazed expressions drawn on the faces of the other §[ 

■V . The ..back p|ge offered a free_fishing team t-shirt via a 1-800 number. xj 

^fe iSm ^^abntinV -.This Jpl&lblige spread offers readers an opportunity to call a ^ 

-• ■•.l-900 pu r>tln-l hotline ,to play "a "duck blasters" game over the phone. The hotline § 

rj^’j^j^lifi^^lsres^up-to-theiS^lPce weather forecasts for their area'as woll as duck . 3 
pgpjjgtin , ' > tips. Lastly. i M j^ d into the middle of the spread was an order form for i 

t jjiy gear .from the , *CAHE| . Smooth .Huntin',. Collection".. at’ 

f r * ‘ ‘ f : •» ■ tj :r? - hi •. - - — .. v 1.' • •’. ' / < ’•;* / * • V ,£ 

o i n* ~ This p^ ge sweepstakes ad offered readers an opportunity to •§ ^ 

corre ffiy matp^^Pup four "scratch and sniff" scents with four § g 

WHlpiaons o^S^card^^First prize is a log cabin near a trout stream in the i3 £ 


ids. I'-, 


RCflin* - 
correfH 
pylons <>m 


,is m 

matpra 

sardJil 



%>ker - This sp| 
SAMEL Bumper Pol 
| play the game 
^that is used vf 
p better the d 


shows CAMEL Joe driving down a crowded major highway 
ticker on his back bumper. Ad copy tells readers that 
filing a 1-800 number to get their own poker bumper 
fher stickers to form poker hands. The better the 


pimpin' - This 
ptty girl. Ad 
I $5 purchase i 
I (Mobile, Bxxi 
tea. 



ge ad shows CAMEL Joe having gas pumped into his car 
ells readers that they can get coupons good for 500 
£f on a $10 purchase of gasoline at participating 
11 or Texaco). Coupons are inside packs of CAMEL 



hy»eachin* - This spread ad has a picture of CAMEL Joe on the beach wearing a 
e fbair of neon rubber sunglasses. Readers are told they can get a pair free by 
iiiqpite enclosed pair of paper CAMEL shades to Spring Break and trade them in 
| pS^ieon rubber sunglasses at the CAMEL tent (unless spotted by the CAHEL 
fc lfed &fe faj ol first). 


B ijjjjfld Records - This spread shows CAMEL Joe slacking packs of CAMEL cigarettes on 
top of one another in an attempt to set a world record for the tallest stack of 
packs ever set (by hand). Copy in the ad goes on to tell readers that they can 
win $10,000 cash by setting world records in this and several other categories. 
The categories and rules are listed on specially marked packs of CAHEL. 
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Tietion"_ -..This spread asks readers..1C they think four items listed ere 
fiction^ The answer. to .each is provided at the bottom of the magazine 
it's a pack insert, in a rub-off area). 

■ ,-v $??■:&*: 

llin^r-.This peg* *d shows CAMEL Joe pulling a Pyramid behind his boefed 
T*®7 c °py talks about an upcoming Truck-Pull event sponsored by CAMEL, 
ssn.gst two admission tickets.for the price of one ($20 savings) if they 
>the gate wearing a CAMEL. Smooth Pullin' cap that is available at stores 
buy CAMEL. •• 




&0 


♦ * .. V 






^ vx: • 

W'* r * .' 


1 ■>“.. J 




'i v y , 




" •• , * t * • 

- > 4 . ■ __ f .-, 

,. *• r , V V *’' * ■* * ‘ 





■3 


Ut 

3 



m 

o 

-nJ 

IS) 

UI 

A 

<0 

UI 



RM046246 


http ://tegacy.1ifcn*ary■: crcs^-.€dtT/tic^Trq07;at 


ii11n ini 6S61 esiES iff |ff | i , a j B iw i WH gwMidUj gCSB 










' <1 . j J ^ UlSKo } ^3 R.AX ^ 


Jhlv. 


s«* «(*‘ cyi 

Q^ <£jfefc-> -^ CM Q ^ a-JhJkw J 

/\y y^c////oA// ■• ■ ~ ^ r-^p < **•**•* * ^«- 

Tjjscc.v Company 


^—' ^ *• CV- 



M«rk»(.rvj •’Vj &*iM 

v/,nti>vS*!*m, r«c znca 

#19 7412202 



I. J. Beasley 

J. w. Best 
L Birliit 

E M. Blacfcmer 
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R- E Evans 
Y. V . Ford. Jr. 

S O Hanes 
R. S Hendrix 
D. y. Kmhock 
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E. M. McAtee 
G. C. Pennell 
M. R. Savoca 

R. M. Sanders 

S, ft. Sir«wsburg 



long-s! 
pfjfnw# our brands 
•v»ey r.nd that childr 

i>i« rt those being I 
enforce- Uu-s prohibi 



I icy *jd Uiat of the entire industry fiat been that we 
iduit smokers because we firmly believe that anKridng 
not smoke. 

age or older and continue to support industry efforts 
let/cigarettes to persons under 16 years of age as 


, r ■ J * — -lu pcitWH uoocnojuatl 

*»-rety of other pre^aw^tenced to discourage underage smoking. 

«o the effect that we advertise certain of our 
1°, . .. y ”” of *S* Yti* is entirety consistent with our view (and the 

s> i8 -yf» r -°!^*(^ilu for purposes of the purchase ofdgarettea. 



^whfA I 6 V *'£*$*$*■*< * s « »*« evolved over time, contains a number 
' Ot iVr- ,am>; ^ 8 e .p!e, models must be and appear to be 25 or 

n£ iO t ? n -‘if * SC pvbl,Ci,0ni **“«» P r —'y <o those undcr2l; and our direct 

™i'2ffde, * t * ^ r£Mr ’ C !' d ‘° ! ' T ' 0kcr ‘ 21 or oIder - These provisions in our 

d outside theCompany because they have 

ven fn p^^ rs e<i to prohibit jny markeun j aettvities directed to persons under 21. 

' ^ T, 1 ' 0 .” "V h ™ Public Slate rents admit that they advertise or promote their 

ro-.v^.^^P 8 ^ , ,Cr * 1Ve fac< ,nM cut P ubl,c statements on this issue differ from our 
a 4 ^, > < 1 -on the; surface might appeir inoonsistcnt with elements of the Cigarette 

.mi* **wa.«d h,S "? * :ne by our adversaries. In faa. a similar 

roitcd .c^-mly hy an .i rf amr.tly w l•..mer>l,o^cd shareholder at our annual meermg. 
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Wider thfee circumstances. Jim Johnston, Daye-lauco, Ernie Fackelman and 2 have concluded 
be in our long-term best interests to join the r*nk» o{ our competitor* end limit 
oitiSS^Brriising and marketing effort* to smokers 21 years of age and older. We don't believe 
ffre minute that this will silence our adversaries in their attempts to misrepresent our motive* 
o ksfeeaal& i of our advertising. We do feel th*t it will blunt thi* point of attack end ptovide us 
vpnathfte-year "cushion' tbit can be used in response to claims that we're after the underage 
mafkel. 







* "‘Plei 

t 

perm i 


f our direct maikering/i 
21 and above, what tlfeg 


t g and most of our promotional activities are already 
as a practical matter, is the following: 



rand positioning st#fl£men8| that currently reflect audiences below the age of 
Quid be revised to i cflMaildicnccs which are 21 or older. 



7\S1 of our advertising age 
l^jjdienec* below 21, show 
revised to T. or above »L 
ncccssary^be revised tolr 

feeding Resea reft com! 
elements ( naafag t. pat% 
tmese elemSStwSII be 



Jtcacarcteo arnfad ed to 
orf.oiir brajMssna thosi 
^•pult (M U) smo kers. 


acyiiat are currently working on bfendsfstylcs with 
ijgPfornpily advised that the audience has been 
jgayiny work-in-progress should, to the extent 
leeffhis repositioning. 

IrciPwith the purpose of developing our marketing 
Mj^omotion, advertising) or enhancing the appeal of 
owes only among smokers 21 and above. 


ind and track the cigarette category and the performance 
Competitors can continue to be oonducted among all 



|ur intefnaj advertising rev 
pmediarelv^and ittsirufigP 


g^pancl should be advised of this policy 
factor it into its work. 


-rieasetn! 

ns 

wM 


^ *1* our jjoffey alreac|rpr@bifeits our advertising in publications directed 
aarilj tdTfiose undy 21,1 would suggest that we also take this opportunity to 
ivicw our media list, 

|ture that all our mar^glp^^iierials/activtbgs^prtrorin with this polity as toon a* 
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James C. Schroer 



W. Johnston 
. Jj Faekelman 
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I exhibit 

I *»■-. fi, 

> CAMEL Target Smoker; I Dale; _ 

Is 18-24 years old, primarily male 18-20. Wsaa^ 
Is single. 

Smolces Marlboro non-menthol. 

Has lower income than national average. 

Is less educated (high school, no college). 

Has blue collar background. 

employed, holds an hourly wage job. 

iyilivGiject to making his decisions largely on peer 
pressure influence and established trends. 

N^Bjgfgi^l-oriented, but at a lower aspirational level. 

key needs: 

■dpH^Ionging (peer) 

pr-fflHHUng different (versus establishment) 

- fjfel f-Improvement (realistic and marginal) 
'wPlii^iitement 



"bjroflt take life too seriously, lives day-to-day, but 

f ve aspirations to get ahead, but not of a great 

zes that more and more of his friends smoke 
and most of his friends that smoke Marlboro now 
CAMEL as their "back-up brand." He does himself. 

_ saw CAMEL as a brand that older people smoked and 
strong and harsh for him until recently when 
C AMEL s tarted their new advertising and promotion 
pflig&lks. He likes our ads because they aren't serious 
and they are entertaining. He likes our retail programs 
and other "deals." He doesn't get any of that from 
Marlboro. 

Buys by the pack on an almost daily basis given that he 
smokes less than a pack a day and rarely has enough cash 
on hand to buy more than a few packs. 

Buys at convenience or gas outlets where he gets his 
gas, food, snacks, etc. 
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Is not concerned with the price of a pack to the point 
that he would buy a cheap or generic brand. He might 
buy a pack of lower cost brands such as MAGNA when he 
is really hard-up for cash, but that's rare. Image is 
too important to him, as are his perceptions of quality 
based on price. 



Has specific lifestyle interests that are important to 
him: 


- Music 

- Parties 

- Women 
Cars/motorcycles 

»ting/fishing 



Rev 




11 be the primary strategies I will emphasize in 
ortion of the break-out room.) 


rminflefl fgsus, against x&s 


ong national coverage 

ended and consistent retail presence/consumer 
sion 

engthened Field Marketing 

get interest Direct Marketing approach 


ed impact/relevan ce of com munication 


Ive creative 

erate "new news" 

get market approach 

erage Special Event sponsorships 


^y^ish product ooint-of-difference 
jeet FC 


in 

o 

& 


w 


HJR4yyt.su 
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amertHG oocukewt 


TOUHCCR ADULT WORKSHOP 


?*t iany bvtlMHU, younger «4uU* it« on enontoueiy Important 
ceneuaar group. Deapitt the decline In the alee of the 18-24 poor old 
gropp, they r«uU vary leportant bceauie of the potential long-tare 
reword they repreeant to narketere who con win their loyalty. 



L. ..T . j~ 

pxsst 


kut younger adulta ore tough conauaara to underotand, reach and 
attract. With t—rapid change that occur# during thie age open and 
|*o*e of the unlqMglp^nlleated doairaa and concern# attendant to the 
* chongoo — thlo pjpttplt truly o aovlng target. 


v 



Mated below ere] 
rolling on whet j 


of the 
> year o 


tThlak about i 
dloplayad/ma 
alndaeta, ll] 









plea and euaetlone to halp gat our ulnda 
ungar adulta tick. 


icg^lated below play* a role In the llfeatyle of 
Mk adulta. 


d of rola each topic playa, how la It 

What doaa it auggeat about the •otivetlona, 
of thie group! 

T'&f— ) 


Tr „l*lfc ure t f*o» cUeitlee — including juat getting together, 
i-SUgr^flng op ^a ^^ltlng around 

■?■: t ' i 

«—■ »porte in$Nl : : 

-^■siiwportenc tuadW elc 

1 

r , t<ia pwmwwfl? 

— .JUadIng a adLTV h ablte 

. —- "t 

— The Upor t a nc^ clothea; how they dreaa 

— Howlee 



clothea; how they dreaa 


mm 

r\, 


— The eppeel. of convenience etoree (vereue aupemerketa) to thie 

—.'The. changing rolaa of *an and wowen ■' 

— What other llfaetyle eleaente provide lneightt 
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best image 






2. i3i£ and lit WAT WAY 1« aach of tba following on Important taaua to 
14-2* year oldaT * 

• 4a longing, fitting In 
Sociability 

• A aenae of powarlaaanaaa 

• Individuality 


a Praedoa 


■ndanea 



* Upward atrlvl.ni, achlavaaant, auccaaa, praatlga 


'ejUt') 


3. thl# tegup^and to b# o riant ad toward >tC ItAMDS — and, If 




fSBETS 

*. r «hax ara ^Pl^§ffth* llkaly, **jor SUBSETS of group* within th# 

|lpl r **%lifiiijp* ccru *‘ 

-pi(g^*a»p^^I* aala/famal* raally a key divlaloaT la cell*** 
# "^ff*** * ao n~*o»l*A * a aaanlngful divlaloaT What othar 
. • Iff Sit t tcrnfmm^ facantlatlnf aubaata com to alndf 

How. do tl JBiW yt dlffar fro* aach otharT 

pWBEl : . ^ a IjSg$SS': 

J. Think abo ut th^ Incredibly Important and mmarou# Ilf# changaa 
that, can aecur lbirltig th* ag* »pan of 14-2*. 


a Going 
a Start! 


a Kovi 



It fro* high school to th* flrat full-tt*a Job. 


w Ufa in collaga—oftantlsas away fro* how*. 
,*w local* 



a Gsttlttg sarrlad 
a Starting a fully 

And also, con* Ida r th* praaauraa attaadaut to th# transition, 
#.g.< 

a Cooearn about th* fwtura 

a Adjustaant* In dacldlog and aatabltahlng “who 1 **." 
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• Doolro to not bo tha fool In a totally now envitoonont. 



• Wanting — but not rtilly knowing "what. 


• Tha natd to bo dlfforont, to bo on Individual couplod with tho 
naod to bolong 



• How to dool with a brooder rongo of ptoplo 



• How to dool with wonboro of tho oppoolto oox 


■ * Y 


o Othar prdlb urpOi and coneorna 



thooo yooroieln ro'adtly bo doocrlbod ao "tho Trouwo of 
Ttonoltlon.Lx, Hou^uotlvatlona ooorgo to odd to (noybo ovon 
conflict vifh^otMH of tho oTd onoo, Llfootyloo chango, of ton 
proctlcollyWs^yJco — and ao do tho aynbolo of tho llfootyloo. 


MdSl COMO 

- priority ; 


with rogord to what not 1vatIona bocoao high 
patyla bohavior to adopted to oddroao tho 
bt olndoata davolop during thlaporlod. 





I Take-opS^ olnut 

* yOUM MOmlid — i 

I ' \ 

I Tolkto aouo pod 


tala* and let your nind go. Think back to when 
Jgp. Think about youroalf, your frlondo, othoro 
% your group. 


know In thlo ago group. 


Vo ora intoroati 
whothor* or not j 


*70110 loolghto, your Intuition, your oboorvotlono, 
■*4 fact* to bock than up. 


F koMobor —» oat'your iMeaadown on tho cord* oo you’ll bo ouro to 
i r« —n bor thou atlltWYfetkahoVl 




MWUU59U5 



ttp://legacyJibrary.ucsf.e8o^iri)feT^|a^lpGMw.industrydocuments.ucsf.edu/docs/psgl0001 







n J2\ 


PRODUCED TO FTC PURSUANT TO OLD. ISSUED 8/1/90 

CONFIDENTIAL M 171989 

May 17,1989 



Jq: Mr. G. C. Pennell 
From : Mr. S. L Snyder 


EXHIBIT NO* 
w»- 

Data: Ij.: 

flplr_J 


Subject : 





issue : Analyses have shown that before RJR Tobacco can renew its 



j 


share of mametgrowth. ft must generate and sustain solid share 
of smoker ^raSwlmong younger adult smokers. Goals established 
in a recent b fe emation by the Strategic Marketing Group call for 
tot£| RJR fopS^to achieve a 40% share of younger adult smokers 
by Ms 95 wittfjgwpl Ex Regular representing one-half of the total 
coSpan/s' s^SjFor Camel Ex Regular to achieve a 20% share of 
ger adu fsmc| ;ers by 1995, it must grow 2 share points per 
(see attlralint one). 


>4 year old smokers represent 12% of total 
they represent 14% of total 18+ smokers but 
sticks/day. As a result, a full share point 
s group translates to a .12% increase in Nielsen 
tt all other factors remain constant such as: 



srrfike 15% te* 
incg^ase arhcjS 
share assume 

• Noio|| 

• Noldfi 

• Nojofl 


ranchise loyalty or buying rate. 
50S among other age groups, 
competitive usage/volume. 


■I. f If Camel Exftpjuiar is able to grow its share of 16-24 smokers by 
71 2 share Defeat year through 1995, the brand's Nielsen share wilt 

X" J jperease at a rate calculated on attachment two (assuming, again, 
^*That all other factors remain constant). Note that the brand's 
m annual Nielsen share increase builds from a +.27 (’89 vs. *88) to a 
% +.39 (*95 vs. *94). This acceleration in share occurs because Camel 

-X Ex Regular's YAS ’age' into the balance of the brancTs franchise 
X- . 1 * (that also smoke more cigarettes per day). This acceleration in 
SOM is similar to what Newport experienced when it was 
repositioned against younger adult smokers as shown on 
attachment three. 

015574 
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rt SOS Performance : During 1988, Camel Ex Regular's SOS 
increased significantly among target smokers 18-24 years old. As 
shown on attachment four, most of the SOS growth oocured during 
the second half of the year commensurate with 75th Birthday" and 
"Heroic Camel" marketing programs. Attachment five shows that: 



- This strong second half share growth among 18-24 year old 
smokers resulted in a 1.5 share point SOS increase for total 
yeaiJ988 versus 1987.** 


strong growth among target younger adult 
resents about one-half of Camel Ex Regular's 
>S increase of +.3% during 1988. The balance of 
among total 18+ adults is accounted for by 
ig older males. 


esized that Camel Ex Regular may have 
its objective of a full 2 share point SOS increase 
24 smokers had the new marketing programs 
ace for the entire year. 


l/iKlsf-t 



SOS increare sftc 
that ail othe 
Regular's 1 
proportional 
Unfortunate! 
Regular's 
the total a 




e Performance : As stated earler, a significant 
Id result in a proportional SOM increase providing 
s remain constant. In the case of Camel Ex 
$ increase of +.3% among total 18+ smokers, a 
n share increase of +.3% was anticipated, 
direct relationship did not occur as Camel Ex 
n share grew only .15% during 1988, or one-half of 
ted amount While an anlysls of al! in-house 
d MSA data failed to turn up a reasonable 


diary, Nieti 

xplanation for the difference between Camel Ex Regular's 1988 
SOS and SOM performance, the analysis did verify that the SOM 
Increase is real/slonificant (see attachment six) and is mostly 
attributable to increases In the brand's SOS among YAS, Similar to 
the Newport example, it may take a few years before Camel Ex 
Regular's SOM catches up with the strong SOS increases observed 
for the brand. 
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A 


The Future : The above analysis verifies that SOS growth among 
YAS will lead to SOM growth assuming that all other factors 
remain constant If Camel is able to achieve its YAS SOS objective 
of 2 share point growth per year, this would increase the brand's 
Nielsen share from 2.78% in 1988 to 5.07% in 1995. Based on the 
assumption that the brand’s 1988 YAS SOS increase of 1.5% could 
have beerfct^CLShare points had the new marketing programs been 


in place fowl 
point YASd 
unreasons*}! 


Ire year, it would appear that an annual 2 share 
jjective (with resultant SOM growth) is not 


Ciif, I will 
in-roarket 
|Chjjhge intff 
resa&sit co v l 


I to closely monitor Camel Ex Regular’s 
ance among YAS and will advise you of any 
|d*s performance among this group or on their 
ions to Nielsen retail share. 



Steven L Snyder 


'Q 


,p§# 


cc: Mr. D. 


Mr. H. Bgggariane 

Mr, R. rflijPine 
MRIC afppl 
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September 27, 1968 


TO: 


Mr. 6. C. Pennell 


PROM: M. P. LaBrecque 




RE: 


CAMEL Jun e Toll-free T-shirt.Offer. the Pinel Result! 


EXHIBrTNO._ t 

Wft. 

Dale: f, - Q ^ Q ^ 

Rplr 4,/< _ 



ls to provide you with final order results from the CAMEL t-shirt offer. 


.1^09 


ered e free„73th Birthday logo t-shirt vie e media-delivered toll-free 
th^follovlng ^lxj targeted male magazines (June cover dates). 



boy 

d and St^e 
ing Stonj 
HotgRod 
Inside Sport 
Cyc§e World 







til 8/ 


r.dg.r Analyst* 



Clrculation_£Ml 

3.672M 

2.009M 

1.071M 

849M 

444M 

- Ml 

8.345M 

f a 4-page, 3-D Pop-up unit. 


The toll-free number ran 



Redemption oif s t-lft&.rt offer 
6M t-shlrts VeYirordered by 8/31/86 
Competitive Smokexa i 

- 54% Merlb^Pflokers 
>46% varioifep^petitlve brands 

RJR Smokers [f] ^ 

- 75% CAMEkfeWhise 
> 23% Other.: R flfr Brands 

Kale Respondents/40% Female' Respondents 
a Breakout $ 

<1% 21-34 year olds 
29% 35-49 year olds 
10% 49+ year olds 

earnout by Sales Axes Is as follows: NASA 23%, KtfSA 21%, PMSA 18%, NCSA 
17%, MCSA 111, SASA 10%. 

50% of orders were placed in the first'5 weeks: 

4/25 - 5/26/88 • 

• See Attached Graph' 

• Orders stabilised at 45K/vk..by 11th week 



fee-.-- 
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September 27, 1988 




Size breakout of shirt orders is es follows: . 

XL 38% - 

L 40% 

K 19% 

5 3% 

Fulfillment of shire orders complete by 10/24/88 
Fulfillment delayed due to: 

' 3r$98 

* Overwhel ming Respo nse to Offer - Previous redemption of t-shirt 
offerees 11% vs. 24% for current offer 

SS * Supplier problems printing logo on 

§ dark ^ue^hircs; difficulty obtaining large quantities of dark 

House Problems - Fulfillment house unable to deliver 
shirt#^^^onsvusers in timely manner due-to personnel problems, 
work i^Miad, SALEH t-shirt offer, understaffing,- 


o younger adult males, both target and franchise across 




rnkaySoperati 
chaf|e of en 1 
responsibili 

shirt offer 
ek, it appea 
e target smo' 

shirt offer 
is would all 



Id improve performance of program * having one supplier 
rogram would improve timeliness, communication and lines 


be available for 5 weeks to 11 weeks only. By the 11th 
toll-free newsletters/clubs might be calling in, not 


state "while supplies last" vs. "offer expires 8/31/88." 
flexibility/reduced liability for program. 



y two sizes ULL-JCL only) of t-shirt should be offered. 78% of the shirts oi 
re large/extra" Targe; offering two sizes would improve, program delivery 
without making the offer less attractive. 

;L t-shirt program was extremely popular with consumers. This offer was 
to younger adult male smokers and effectively reached target smokers. $ 
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_ ■ EXHIBIT NO._ 

PRODUCED TO FTC PURSUANT TO CUD ISSUED 8/1/90 1 Ps u s t AiL- 

I rtettfi fi-Q-Qy 

February 28, 1989 ■ R««r: 


TO: 
FROM: 

ft % 

k JREs 


Mr. G. C. Pennell 
G. G. Strauss 




i /</ '■ 

A&rlal Advertising for CA MEL Field Marketing^ 


> 



aving met with Sue Green, this forwards my recommendation 
merit of aerial advertising at CAMEL field marketing 
Specifically, aerial advertising would be an ideal 
in to the potential rollout of the Summer Resort program. 


Aerial Sign Company can produce 20' x 



%»v fly oneKof 
(«app(ioGo 




nd-painted, durable, nylon material in 
tion to this fast production turnaround 
e added flexibility of only heeding two 
y outdoor event. 


ach banner is about $2,922. The cost of 
ding insurance) is $297.50 per hour and 
d a media space cost. Hypothetically, if 
^ay program (similar to Spring Break) and 
isibility banners for six hours a day 
p.m.), the total cost would only be: 


hrs/day x $297.50/hr. 


$ 2,922 
24.990 

^ ^ $27,912 

/to iMe coJPift a potential $1MM program, or even to the 
our Sflfp* Break program, the total cost is 

e fo3ffit^ift3Jfcra€if% such high visibility with what 
amounts to a flying billboard. 




If to go ahead with aerial advertising, I would 

reccfHBiafl that we work with the Aerial Sign Company, cliff, 
although the information you had on aerial advertising was from 
the National Aerial Advertising Company, R. J. Reynolds already 
has a very good working relationship with the Aerial Sign 
Company, having created banners and flown for M<1 _ 

_ * l r " the SALEM Pro-Sail, and the CJOTESWf REDACTED 

AffaTWOffanBLy, I have spoken directly with the Executive VP of the 
company. Art Herman, who expressed great enthusiasm in working 
with us. ;• 



013'? I* 
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February 28, 1989 



jaaaslM&iga 

In conclusion, Cliff, X see great merit in and strongly recommend 
use of aerial advertising at appropriate CAMEL field 
ting events* For example, if ve have a Summer Resort 
am, our target by day will be a captive audience lying on 
beaches bound to see a creative 20' x 69' CAMEL aerial banner 
numerous times exuding the excitement and vitality of the 
and informing them of the SMOOTH MOVES entertainment by 
In other words, not only would aerial advertising be a 
image-ba SHM^n g tool, but it could also be used to greatly 
ce the i#*c^|p:i^>rogram with a call to action (e.g», "See the 
MOVES BfiJiorir at ..."). 


ission, I would like to investigate the 
the Aerial Sign company customize a banner 
the Agency strip in the current SGW on an 
lletin or 30-sheet art/mechanical of the 
ution. If the Agency would be able to 
nday, March 6, we could even have aerial 
g Break! Although there would be no SMOOTH 
ner would still work synergistically with 
ce there to create added excitement and 
d. 



meet with you at your earliest convenience 



Greg 'Strauss 


farlane 
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EXHIBftNO. 

Wit: G- P 

CW»: L - 
Rptr 


February 21, 1989 


Mr. R. M. Sanders 
r. 6. C. Pennell 

. W. Hall, Or. 




e last seveUa^eks, we have had several discussions related to 
apparent gr'o^hymomentum among younger adul t smokers, the volume 
of this growtftWind the importance of retail pack support for the 
While I belifl&M all share a similar point of view on this, It would 
r that others n a bosltion to Influence CAMEL'S resources need to be 
. It's my fll|iPftand1ng you are working on a presentation to do just 




s 2988 YAS 
s share of 



er-term bene 
sales data.: 

11 pack $upp<| 



he attached analysis by Olane Burrows helpful In your 
m conclusions: 


gains are real . 

r gains are consistent with Its share of market 


from CAMEL'S YAS strength can be demonstrated 


to sustaining CAMEL'S YAS share gains. 



lending on the level/nature of support, volume and market share 
ms resulting from YAS share growth should be demonstrated in 1989 
| beyond. 

iknow if we can assist you further on this, and good luck on your 
^"marketing" efforts. 


X. W. HarK Jr. 

LWH:gj 

Attachment 

cc: Mr. R. C. Norcllne, Ms. D. S. Burrows (memo only) 
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